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ABSTRACT
Within corporate social responsibility (CSR) research, there has been significant
evidence of the positive impacts that CSR could bring to businesses. However, few
studies, especially in the context of sport, have focused on how CSR benefits an actual
social cause. Therefore, through a three-article format, the overall purpose of the
dissertation is to examine how a professional sport team could use its CSR as a social
marketing strategy to increase its fans’ willingness to participate in the team’s CSR
program in contributing to a specific social cause. Specifically, Article 1 assesses whether
CSR participation intention significantly differs among fans with varying psychological
connection levels to a sport team. Article 2 examines how fans’ trust in a sport team
increases their CSR participation intention, especially among fans with a low
psychological connection to a sport team. Lastly, Article 3 investigates how fans’
perceived CSR authenticity plays a significant role in the overall study findings. The
study findings: (a) demonstrate that fans are more likely to participate in a sport team’s
CSR program when they are aware of the philanthropic activity engaged by the team and
that CSR participation intention was higher for fans more loyal to the team, (b) provide
evidence that enhancing fans’ trust in the team helps increase CSR participation
intention, especially among those having a lower psychological connection to the sport
team, and (c) emphasize the importance of authenticity within a sport team’s CSR
initiative, where fans develop trust in the team to a similar extent for all fan groups, thus,
increasing the likelihood for fans to participate in the team’s CSR program.
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CHAPTER ONE
INTRODUCTION
The Paralympics, currently the world’s third-largest sporting event, has grown
into an elite level of competition in the last several decades (Darcy et al., 2017).
According to the International Paralympic Committee (2018), the PyeongChang 2018
Paralympic Winter Games was the most-watched Paralympic Winter Games among
viewers outside of the host country, recording 1.87 billion international viewers watching
the event via a number of online media platforms. Sport spectatorship, a type of sport
involvement, is one of the most popular recreational leisure activities worldwide.
Recently, studies have begun investigating the motivational factors among event
attendees in the context of adaptive sport (Cottingham et al., 2014a; Cottingham et al.,
2014b; Yamashita & Muneda, 2019).
Sport for persons with a disability continues to grow worldwide; however,
businesses seldom use disability sport as part of a marketing strategy (Cottingham &
Petersen-Wagner, 2018). In other words, disability sport organizations, coupled with
Paralympic athletes, lack support from sponsors compared to their general sport
counterparts (BBC, 2019; Cottingham et al., 2013), such as the United States Soccer
Federation and Olympic athletes. Furthermore, significant knowledge of gap exists in the
development of disability sport, with only a few studies addressing the issue (Byon et al.,
2011; Cottingham et al. 2013; Cottingham et al., 2014a; Oh et al., 2020). Thus, sport
practitioners and scholars must gain interest and find ways to support sport development
for individuals with disabilities.
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Corporate social responsibility (CSR), a term commonly used within the business
field, is an emerging topic in academic research and practice in leading corporations.
Generally, CSR is defined as “context-specific organizational actions and policies that
take into account stakeholders’ expectations and the triple bottom line of economic,
social and environmental performance” (Aguinis, 2011, p. 858). Unlike sponsorship,
where firms expect the beneficiary return from their investment, CSR has its initial
motive of a genuine attempt to give back the benefits that businesses have acquired to
which it was first derived (Smith & Westerbeek, 2007). The latter will be viewed
positively by stakeholders due to the authentic elements attached to the firms’ prosocial
acts (Cho et al., 2020).
In recent years, CSR has gained increased attention in sport marketing and
management literature. Scholars have demonstrated how sport organizations can
potentially acquire favorable outcomes from such initiatives (Chang et al., 2017; Harrison
et al., 2022; Moyo et al., 2015), ignoring how it may impact third parties (e.g., corporatesupported CSR initiatives). In particular, previous studies were limited to how CSR
engagement led to positive sport consumption behaviors from consumers that benefit
sport organizations, failing to capture the potential applicability of CSR in other areas of
consumer behaviors, such as consumers’ support toward the actual cause (Walker et al.,
2017).
While professional sport teams contribute millions of dollars annually to support
their respective communities and individuals in need (Gumas, 2018), a sport team could
also strategically make use of its fans as a form of corporate human resource to advocate
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a social cause by participating in its CSR program (Du et al., 2011). For instance, if a
sport team’s philanthropic act contributes to the development of sport for persons with a
disability, the strategic use of the team’s CSR could ultimately resolve the challenges
faced among disability sport organizations and Paralympic athletes by acquiring
organizational and consumer support. With the aforementioned strategic use of CSR in
mind, this study examines the impact of a sport team’s CSR initiative on its consumers’
CSR participation intention. Specifically, this dissertation aims to explore how a sport
team’s philanthropic initiative may influence the CSR participation intention of its fans
with varying psychological connection levels to the team through a three-article
dissertation format. The sections below provide a brief description of the three articles
and targeted journals for later publication.
Article 1: Corporate Social Responsibility (CSR) Participation Intention Among
Sport Fans with Varying Levels of Psychological Connection to a Sport Team
Sport consumer segmentation has been a topic of interest and a crucial part of
sport consumer behavior research. The phenomenon has brought researchers’ attention,
as consumers hold various psychological connections toward a sport object, such as a
sport activity, a team, a league, or an athlete (Beaton et al., 2011). In other words, the
expectations and contributions that sport consumers put toward a sport differ significantly
among each consumer (Quick, 2000). Consequently, sport marketers should know their
specific fan base to utilize different strategies for the diverse fan groups. Funk and James
(2001) introduced the Psychological Continuum Model (PCM), a theoretical framework
for understanding the psychological connection of sport consumers with a sport object.
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The framework posits that sport consumers are categorized in four stages (i.e., awareness,
attraction, attachment, and allegiance). Each stage of the PCM explains the differing
strength of psychological connection an individual consumer has toward a sport. Scholars
utilizing the PCM have examined how fans with differing psychological connection
levels have dissimilar attitudes toward a particular sport team or league, as well as sport
consumption behaviors (Behnam et al., 2020b; Doyle et al., 2013). While the PCM has
been an interest within sport consumer behavior research, studies have failed to utilize the
phenomenon to investigate consumers’ perceptions toward a third-party entity such as a
program supported by a sport team. To be more specific, scholars have lacked interest in
examining how fans with varying psychological connection levels to a sport team
significantly differ in their CSR participation intention in supporting the team’s
philanthropic program. Thus, Article 1 tests the differences in CSR participation intention
among fans with varying psychological connection levels to a sport team. More
specifically, to assess whether CSR participation intention toward the sport team’s
philanthropic initiative varies among fans based on their strength of psychological
connection to the team. The targeted journal for Article 1 is The Sport Journal within the
sport management theme. More specifically, the journal accepts manuscripts that focus
on fan-based development, which perfectly fits well with the overall aim of Article 1.
Article 2: The Impact of a Professional Sport Team’s Corporate Social
Responsibility (CSR) Initiative on Fans’ Trust in the Team and CSR Participation
Intention: A Moderated Mediation Model

4

CSR research is well known for its impact on firms that engage in socially
responsible initiatives. One of the most critical factors for sport organizations to engage
in CSR activities is seeking and satisfying societal needs (Walker & Kent, 2009).
However, it remains unclear, and little is known about how CSR initiatives may bring
change to society (Romani et al., 2016). Furthermore, scholars pay less attention to how
CSR initiatives could be used as a social marketing tool by encouraging consumers to
support the corporate-supported cause for social returns. To address this gap, the
Stakeholder-Centric Model for Understanding CSR introduced by Bhattacharya et al.
(2009) will be explored for the current study. The model describes how a firm’s CSR
initiative benefits its stakeholders. Furthermore, how a firm’s CSR strengthens the
stakeholder-company relationships and ultimately influences stakeholders’ behavioral
outcomes toward the company and the corporate-supported social cause. While Article 1
predicts that sport fans in the lower level of the PCM would be less likely to support the
sport team’s CSR program, the current study explores how enhancing fans’ trust in the
sport team could increase CSR participation intention among those low psychological
connected fans. Given the relatively low interest from leisure and sport scholars in
exploring CSR participation intention of consumers, it is crucial to address the existing
research gap as there is a great potential for sport consumers to contribute to the
development of a community similar to how they have played a significant role in sport
business. Therefore, the purpose of Article 2 is to resolve the hypothetical result of
Article 1 that lower psychological connected fans would be less likely to support the
sport team’s CSR initiative. Specifically, the study explores how increasing fans’ trust in
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a sport team may enhance their willingness to participate in the team’s philanthropic
initiative, especially those fans in the lower stages of the PCM. The targeted journal for
Article 2 is the International Journal of Sport Management and Marketing, as Article 2
highlights some of the key topics of the journal, such as strategic management, sport
marketing, and management in professional sport clubs.
Article 3: The Influence of Perceived Corporate Social Responsibility (CSR)
Authenticity on Fans’ Trust in a Team and CSR Participation Intention: A
Moderated Mediation Model
Previous studies have emphasized the benefits, such as consumer trust (Ko et al.,
2014) and loyalty (Behnam et al., 2020a), that companies could obtain from their CSR
engagements. However, consumers’ evaluations of CSR initiatives are not always
positive. Although companies engage in CSR activities for society’s well-being, it needs
to be implemented and communicated in a genuine manner. While Article 2 hypothesizes
that enhancing fans’ trust in a team would positively influence their CSR participation
intention, especially those with low psychological connections, the current study
highlights how fans’ perceived CSR authenticity impacts the result. The vicarious selfperception framework posits that an individual would perceive an act performed by a
psychological close other as one’s own attribute, but only if the behavior is recognized as
an intrinsically motivated act (Goldstein & Cialdini, 2007). Once the observer assumes
the action as being intrinsically motivated, the observer would likely act in accordance
with the behavior of the psychological close other. Considering the phenomenon in which
intrinsic and extrinsic motives of others significantly impact one’s future behavior,
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Article 3 explores how sport fans’ perceived genuineness toward a sport team’s
philanthropic initiative significantly impacts their willingness to participate in the team’s
CSR program. Authenticity has been studied in various marketing literature; however,
little attention has been paid to exploring the role authenticity plays in CSR research (Joo
et al., 2019). Thus, this study explores the significant role consumer perceived
authenticity plays within CSR and sport consumer behavior research. The targeted
journal for Article 3 is the Social Responsibility Journal. Authenticity within CSR
research is a relatively new area of interest from scholars, and there has been an increase
in recent publications regarding the authenticity phenomenon in the Social Responsibility
Journal; thus, it fits perfectly with the focus of Article 3.
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CHAPTER TWO
GENERAL LITERATURE REVIEW
Corporate Social Responsibility
CSR has become a crucial management tool for organizations worldwide
(Werther & Chandler, 2005); however, the definition of the term has not yet reached a
consensus in the literature (Cho et al., 2021). For instance, Friedman (1970) argues that a
firm should increase its profits to be socially responsible, while Davis (1973) contends
that a firm should consider “issues beyond the narrow economic, technical, and legal
requirements of the firm” (p. 312). Over the past 30 years, businesses have invested
ample time and effort into their prosocial engagements (Paramio-Salcines et al., 2013).
The first CSR movement in the United States dates back to the mid-to-late 1800s when
business leaders endeavored to improve their factory employees' working environment
and living standards (Carroll, 2008). With the formation of the International Labor
Organization in 1919, there was a growth in the number of firms incorporating
philanthropic activities into their business by the 1920s as they started to feel the need to
pursue CSR programs (Blowfield et al., 2001). Furthermore, member organizations of the
Conference Board in the United States, which encompasses most Fortune 500
corporations, recommended that businesses pay greater attention to CSR initiatives
between the late 1960s and early 1970s (Smith 2003).
As an integral component of business success, CSR has begun to get attention in
the management literature during the 1950s (Paramio-Salcines et al., 2013). Specifically,
one of the significant contributors to the evolution of the CSR literature derives from the
8

publication of a book titled Social Responsibilities of the Businessman by Howard R.
Bowen, in 1953 (Carroll, 1999). Bowen (1953) defined CSR as “the obligations of
businessmen to pursue those policies, to make those decisions, or to follow those lines of
actions which are desirable in terms of the objectives and values of our society (p. 6)” by
answering the following question, “What responsibilities to society may businessmen
reasonably be expected to assume?” (p. xi). Bowen’s contribution to the subject of CSR
has significantly increased the number of authors trying to expand the definition during
the 1960s (Carroll, 1999; Carroll & Shabana, 2010). McGuire (1963), for instance,
mentioned that socially responsible behaviors from corporations not only refer to the
“economic and legal obligations but also certain responsibilities to society which extend
beyond these obligations” (p. 144). Unlike Bowen and McGuire, where the authors
conceptualized CSR as the “obligations” of businesses for the betterment of society,
Walton (1967) and Manne and Wallich (1972), on the other hand, emphasized the
“volunteerism” element as the focus in corporations’ CSR acts beyond economic and
legal criteria.
The argument on defining CSR from various scholars continued until the late
1970s, when the seminal work of Archie B. Carroll’s four dimensions of CSR was
introduced. Carroll (1979) conceptualized CSR as the inclusion of economic, legal,
ethical, and discretionary dimensions that are expected from society among businesses.
Since the establishment of Carroll’s CSR dimensions, it has provided researchers with the
baseline criteria to conduct studies to support the development of alternative concepts,
theories, models, and themes (Carroll, 1999). For example, Carroll has altered his view
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on CSR by reorienting the discretionary component to voluntary and/or philanthropic, as
the latter seems to cover all areas related to discretionary activities (Carroll, 1983).
Overall, for a business to be socially responsible, the author summarized that it should
first and foremost meet the first two conditions of CSR (i.e., economically profitable and
obeying the law) in order to fulfill the firm’s ethics, and further, engages in philanthropic
activities by donating money, time, and/or talent. Long after creating Carroll’s CSR
framework, the author revisited his study of the four dimensions of CSR in 1991 and
reintroduced the concept with a pyramid model, known as Carroll’s CSR Pyramid (see
Figure 1). Since then, Carroll’s CSR Pyramid has been the most widely used model to
conceptualize CSR with consistent usage by scholars within CSR literature. Carroll’s
CSR Pyramid postulates the four categories that constitute CSR: economic, legal, ethical,
and philanthropic. Each category is discussed below.

Figure 1: Carroll’s (1991) Pyramid of Corporate Social Responsibility

10

i.

Economic Responsibilities. The very first responsibility that a company should
fulfill is to maximize its profits to maintain itself in a competitive position.
Friedman (1970) stated that the single responsibility of a business is to provide a
maximum financial return to its shareholders. However, based on the stakeholder
theory, Carroll (1979) and Freeman et al. (2007) argued that a firm should
produce goods and services based on the wants and needs of its stakeholders.
Specifically, stakeholders are those who are affected or affect a business's success
(e.g., customers, shareholders, employees, local communities, etc.) (Freeman,
1984). In addition to satisfying stakeholders’ wants and needs, it is also crucial to
maintain a solid financial status, as it is the core of a business that helps to
achieve the other CSR components by being consistently profitable (Carroll,
1991).

ii.

Legal Responsibilities. This category posits that businesses should, and society
expects firms to obey and/or comply with the laws and regulations of the federal,
state, and local governments when fulfilling their economic responsibilities
(Carroll, 1991). CSR's legal and economic dimensions are the baseline
requirement that must be met for the business to succeed.

iii.

Ethical Responsibilities. The ethical category embodies the fulfillment of the first
two responsibilities (i.e., economic and legal), coupled with other ethical
behaviors and activities that are not codified into law but practices expected by
the stakeholders (Carroll, 1979). One example of ethical behavior in business is to
take good care of its employees. While consideration for employees is not
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required by law, it is obligated and regarded as an act of fairness within the
business culture. Additionally, the moral behavior of providing employee wellbeing is crucial, as it may positively impact the economic aspect of a business
(Arnold et al., 2014). However, since there are no standards for a firm to be
ethically responsible, many companies often find it challenging to deal with
and/or meet their stakeholders’ expectations (Carroll, 1991).
iv.

Philanthropic Responsibilities. Similar to ethical responsibilities, philanthropic
responsibilities are not required by law but are any prosocial acts and/or voluntary
commitments to satisfy societal expectations (Kotler & Lee, 2004). Specifically, a
company could utilize its corporate resources (e.g., financial, human, and time) to
promote human welfare and/or goodwill to fulfill its philanthropic dimension in
becoming a good corporate citizen (Carroll, 1991). Unlike ethical responsibilities,
firms are not regarded as unethical if their contributions do not meet the societal
desired level. Thus, philanthropic responsibilities are said to be the least crucial
component of the CSR pyramid; however, they are highly expected and prized by
society (Carroll, 1979, 1991) because of the authentic element that is embedded
within a company’s philanthropic activities in contributing to the well-being of a
community.
As the CSR pyramid comprises four distinct categories that constitute the CSR of

business, the present study will primarily focus on the philanthropic component. As such,
for the study, Kotler and Lee’s (2004) definition of CSR will be used, which refers to “a
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commitment to improve community well-being through discretionary business practices
and contributions of corporate resources” (Kotler & Lee, 2004, p. 3).
Corporate Social Responsibility in Sport
Sport has become a crucial part of our everyday life. The gradual increase of sport
being an influential part of the global community has made it recognized to have the
ability to address social issues in our society (McGowan & Mahon, 2009; Walters, 2009).
In recent years, professional sport leagues, teams, athletes, and sport governing bodies
across the globe have demonstrated a wide range of CSR initiatives. For instance,
Fédération Internationale de Football Association (FIFA), one of the first sport
federations to create an internal CSR department, initiated Football for Hope in 2005, a
sustainable program to use the sport of soccer to contribute toward social development
(FIFA, n.d.). More specifically, FIFA has distributed funds to 170 national governing
organizations in providing 450 programs in 78 countries since the launch of Football for
Hope (FIFA, 2015). One of the largest contributions made by the movement is the
implementation of offering 20 Football for Hope Centers across the continents of Africa
in promoting education, public health, and the sport (FIFA, 2010). Besides FIFA’s
prosocial initiatives, other examples include the National Football League’s NFL Play 60
(sport league CSR), Los Angeles Lakers’ Building Bridges with Basketball (sport team
CSR), and Tiger Wood’s TGR Foundation (individual athlete CSR). Despite the various
prosocial behaviors implemented within the sport industry, there has been a lack of
academic research examining the role of sport in CSR literature. Only until the mid2000s did a gradual interest from scholars begin to study the phenomenon, as they have
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sensed the unique features and the positive relationships that sport has to CSR (Djaballah
et al., 2017).
Researchers in sport literature have divided CSR into two forms. First, the social
responsibility of sport is when CSR initiatives are engaged by the sport entities
themselves (Babiak & Wolfe, 2013). Sport entities include for-profit sport organizations
(e.g., Nike, Adidas, etc.), non-profit sport organizations (e.g., Disabled Sports USA,
Homeless World Cup, etc.), as well as those described above (e.g., sport leagues, teams,
athletes, and sport governing bodies). On the other hand, the social responsibility via
sport is when non-sport organizations (e.g., Coca-Cola, McDonald’s, etc.) strategically
partner with sport entities to deliver prosocial acts while enhancing their brand image
(Babiak & Wolfe, 2013; Bason & Anagnostopoulos, 2015). While the two types of CSR
in sport hold the same goal of providing prosocial activities to society, social
responsibility via sport tends to have a negative perception among consumers as it has the
strategic element of partnership embedded in their act, which can be perceived as a
profit-driven activity rather than the authentic element it should acquire (Levermore
2010). The rationale behind using sport as a vehicle to implement CSR from non-sport
companies is due to the unique elements sport holds that firms in general do not.
According to Smith and Westerbeek (2007), the unique features of sport in the context of
CSR include mass media distribution and communication power, youth appeal, positive
health impacts, social interaction, sustainability awareness, cultural understanding and
integration, and immediate gratification benefits. Each feature is discussed below.
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i.

Mass Media Distribution and Communication Power. Sport, specifically
sporting events, are being broadcast across the globe. News articles related to
professional athletes and sport clubs are everywhere on various social media
platforms (i.e., Facebook, YouTube, Twitter, etc.). Additionally, media platforms,
especially social media, allowed sports organizations and athletes to interact with
their stakeholders. These powerful sources and the constant rise of new media
platforms create opportunities for sports-related CSR programs to be exposed to
the public.

ii.

Youth Appeal. Sport is appealing to most youth, either participative and/or as a
spectator. Professional athletes are often portrayed as idol features for youth.
There is great potential to attract these youths to participate in CSR programs
offered by sport organizations and/or programs linked with athletes and/or sport
teams.

iii.

Positive Health Impacts. Sport acts as a fundamental tool in providing physical,
social, and psychological benefits. While health (i.e., mental health) is one of the
trending issues during the era of COVID-19, organizations could deliver CSR
programs utilizing sport to positively enhance the mental health of all age groups.

iv.

Social Interaction. Regardless of socioeconomic characteristics, sport has the
power to provide a platform for social interaction. It also can unite and/or bring
peace between countries, just like how PyeongChang 2018 Winter Games have
mitigated the tension between South Korea and North Korea. For example, the
two countries’ Olympic teams marched under the unified Korean flag during the
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Parade of Athletes at the PyeongChang 2018 Winter Games Opening Ceremony.
Additionally, Kim Yo Jong, the sister of North Korean leader Kim Jong Un, was
present at the Opening Ceremony. This is a historical moment as it was the first
visit from North Korea’s ruling family member since the 1950s.
v.

Sustainability Awareness. Sport can link environmental and sustainability
awareness in its CSR programming. For instance, the Olympic and Paralympic
Games are trending more toward being hosted in countries with already available
sporting facilities. This approach can reduce environmental issues by not having
to build new facilities that most developing countries would not have the ability to
sustain after the Games' events.

vi.

Cultural Understanding and Integration. Unlike language, which should be
learned to communicate with others from different countries, it is not the case
within the sport realm. Sport is equivalent to sport that people enjoy doing in
other countries due to the same sport rules it constitutes across countries. As such,
it allows everyone to understand a sport in the same way regardless of which
ethnicity and/or cultural background they have.

vii.

Immediate Gratification Benefits. Lastly, sport has the power to bring joy and
provide satisfaction to its participants and organizers. Specifically, sport offers
pleasure and satisfaction (i.e., hedonism), which many seek via sport
participation. At the same time, sport providers perceive the value by satisfying
their consumers’ wants and needs.
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In addition to the above features introduced by Smith and Westerbeek (2007),
Babiak and Wolfe (2009) provided four additional unique factors of sport when CSR in
sport is deployed. Each feature is discussed below.
i.

Passion. Sport has the power to generate passion, emotion, and devotion among
fans or consumers with the use of its products (e.g., the athlete, team, and game).
There is a dramatic difference that sport can offer compared to the other
businesses. In general, organizations may not provide the same emotions to their
consumers with their given products (e.g., electronic devices, food, clothing).

ii.

Economics. The sport industry has several unique economic elements, such as the
monopoly of power, the special protections they receive from governments via
antitrust laws, and the public support they receive for constructing sporting
facilities. As such, societal members have higher expectations for professional
sport teams and leagues to engage in socially responsible acts by giving the
benefits they have received back to the communities.

iii.

Transparency. Sport-related news reports can easily be reached via various media
platforms, which are mostly open to the public. Anyone can easily access the
information of a specific sport team both when the team is on and off the court or
field. This allows sport to be transparent, which most other business organizations
typically do not face.

iv.

Stakeholder management. Managing and maintaining relationships with
stakeholders is crucial for a firm’s success. With sport having a wide range of
stakeholders (e.g., government, sponsors, fans, local communities, minor leagues,
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media, players, etc.), providing sport-related CSR can provide the opportunity to
manage and maintain close relationships with the various stakeholders.
Corporate Social Responsibility Research in Sport
As mentioned earlier, an interest from scholars in the study of CSR in sport has
shown a rise in the mid-2000s. Previous researchers have utilized qualitative and
quantitative methodologies to contribute to the CSR literature in sport and provided
practical implications of the phenomenon to businesses in sport industries. Babiak and
Wolfe (2006), for instance, outlined the community outreach initiatives (i.e., ethical and
philanthropic activities) implemented by the National Football League and the Super
Bowl Host Committee related to the Super Bowl XL in Detroit. The ethical practices
indicated in the qualitative findings include addressing environmental concerns (e.g.,
offsetting carbon emissions via tree planting), ensuring fair business practices (e.g.,
ensuring benefits for minority and women-own businesses), and providing opportunities
for the underrepresented groups (e.g., providing shelters for the homeless). Philanthropic
CSR, on the other hand, were educational support (e.g., providing an after-school
educational facility for Detroit disadvantaged youth), promoting cultural and diversityrelated events (e.g., hosting conference to address issues related to diversity), building
infrastructure (e.g., building homes for families affected by Hurricane Katrina), and
raising funds for the local charities (e.g., hosting bowling weekend with former and
current National Football League athletes). The ethical and philanthropic practices
introduced in Babiak and Wolfe’s findings have provided evidence of one of the various
CSR initiatives that sport organizations could engage in for their corporate image
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enhancement. Additionally, Babiak & Wolfe (2013) further introduced the six pillars of
social responsibility, also known as the Pillars of Social Responsibility in Sport, that
could be incorporated into sport-related CSR acts. These include labor relations,
environmental management and sustainability, community relations, philanthropy,
diversity and equity, and corporate governance.
Aside from the qualitative study of Babiak and Wolfe (2006), CSR in sport
research has evolved with studies examining the impacts of CSR initiatives on sport
consumer behaviors. Irwin and his colleagues (2003) are probably the first to point out
consumers' positive perceptions of sport-related CSR. Specifically, the authors
investigated golf event spectators’ beliefs, attitudes, and purchase intentions toward a
firm’s charitable effort in the FedEx St. Jude Classic professional golf tournament. The
study revealed the significant beliefs of spectators that a CSR program should be a
standard part of a firm’s business. Furthermore, the social responsibility via sport from
FedEx (i.e., supporting St. Jude Children’s Research Hospital through the golf event) was
found to improve the firm's impression and increase spectators' willingness to purchase
FedEx services. In addition to Irwin et al.’s findings, Walker and Kent (2009) indicated
the positive impacts that CSR programs may bring to sport organizations (i.e., National
Football League teams), such as improving the reputation of the teams, as well as
increasing patronage intentions and positive word-of-mouth among sport fans. Similarly,
Chang et al. (2017) have proved the fundamental role of a sport team’s CSR on word-ofmouth recommendation among its fans by sharing positive emotions and sport team
experiences with others. The study findings also evidenced that fans gain pride in their
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chosen team that engages in CSR activities. The authors also suggested that CSR is an
essential predictor for fans in building positive affiliations with the team.
While prior studies have generally supported the various benefits a sport
organization could acquire from its CSR practices, Inoue et al. (2011) have found an
ironic result of an insignificant link between CSR and a firm’s financial performance. To
be more specific, the authors examined the relation between CSR initiatives of four major
professional leagues in the United States (i.e., Major League Baseball, National
Basketball Association, National Football League, and National Hockey League) and
their financial performance by annual total home game attendance of spectators and
operating margin. The study findings revealed a non-relational result, indicating that the
sport organizations' CSR initiatives did not positively affect their financial performance.
Inoue et al. mentioned that it might be due to consumers' lack of CSR information, as
Schuler and Cording (2006) suggested. The authors further illustrated that the sport
leagues might lack strategic contexts as it is crucial for a firm to appropriately design its
CSR initiatives to benefit from those acts. However, an expectation of a financial return
from an organization is considered a form of sponsorship since “sponsorship is a business
investment through the application of a marketing-mix tool whereas CSR is (ideally) a
genuine attempt to return benefits of successful business back to the community from
which it is derived” (Smith & Westerbeek, 2007, p. 46). Yet, few scholars have
incorporated the act of sponsorship as a type of CSR initiative (Chaudary & Ali, 2016;
Lii et al., 2013). As this section aims to highlight the history and the evolution of CSR
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research transitioning into the sport literature, information regarding the different types of
CSR will not be discussed in detail.
The subsequent sections of the dissertation are organized with theoretical
frameworks and literature reviews to support the development of research questions,
hypotheses, and methodologies on each of the three articles being examined.
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CHAPTER THREE
ARTICLE 1: CORPORATE SOCIAL RESPONSIBILITY (CSR) PARTICIPATION
INTENTION AMONG SPORT FANS WITH VARYING PSYCHOLOGICAL
CONNECTION LEVELS TO A SPORT TEAM
Introduction
Sport fans are defined as “individuals who are interested in and follow a sport,
team and/or athlete” (Wann et al., 2001, p. 2). Unlike sport spectators and consumers in
general, sport fans tend to be highly involved and are emotionally committed and
attached to a sport entity (Cottingham & Peterson-Wagner, 2018; Guttmann, 1986; Shank
& Beasley, 1998). As such, they do not seek just services from sport organizations but are
often committed supporters who contribute to the development of a sport entity (Heere &
James, 2007). Typically, however, fans invest their time and financial resources to
support a sport team and/or an athlete, but those who are considered loyal fans go a step
further to also participate in other events such as a sport club’s socially responsible
initiative programs (Lichtenstein et al., 2004). In other words, sport fans are
heterogeneous, varying from casual fans to committed season ticket holders, each having
a unique value to the sport organization. The expectations and contributions toward a
sport team are not always alike due to the perceived level of connection and involvement
each dedicates as a sport fan (Quick, 2000). Thus, sport organizations must understand
their consumers based on their specific profiles, as it plays a critical role in the business's
success (Funk, 2008).
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In recent decades, researchers have put significant efforts into understanding sport
fan loyalty, both attitudinal and behavioral dimensions. One of the most influential
studies in sport consumer behavior is Cialdini et al.’s (1976) work, introducing the term
basking in reflected glory (BIRGing), where a person publicizes their association with a
successful other. The phenomenon has been widely used among scholars and has played
a significant role in sport consumer behavior (Jensen et al., 2016). In studying the
psychology of collegiate sport fan behavior, Cialdini et al. found that students were more
likely to wear team-affiliated apparel on the following day of their university football
teams’ victory even though they were not directly involved in the result. Furthermore,
students tend to say “we won” instead of “the team won” to describe their teams’
outcome. The rationale behind these behaviors could be explained by the moderate to
high psychological connection students have toward their football teams, which make
them feel a sense of personal success from the teams’ victory as loyal fans (Funk &
James, 2001). In contrast, the teams’ outcomes would not influence less involved fans
due to the low psychological connection with the football teams. Consequently, sport
marketers should not treat all fans equally. It is imperative to acknowledge the use of
market segmentation strategies to better understand the behaviors and the specific wants
and needs of the diverse fan groups by providing quality services tailored to each fan
base.
Market segmentation is an essential tool to divide and distinguish a large
heterogeneous market into homogeneous subgroups of people who share common
characteristics such as wants, needs, and demographic profiles (Bouchet et al., 2011;
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Mullin et al., 2014). Organizations use the market segmentation strategy to gain a deeper
understanding of the consumers they serve (Woo et al., 2009). Successful market
segmentation allows a business to serve a distinct group of consumers more efficiently
and effectively by satisfying their unique needs (Kotler et al., 2020). Funk and James
(2001) compiled literature from various disciplines and developed the Psychological
Continuum Model (PCM), a conceptual framework to understand sport consumers’
psychological connection toward a sport object, such as a sport activity, a team, a league,
or an athlete. The PCM has been used to study behavioral differences among leisure sport
participants (Beaton et al., 2011; Behnam et al., 2020; Jeon & Casper, 2021). Scholars
have also applied the phenomenon in examining how sport fans with differing
psychological connection levels have dissimilar sport consumption behaviors (Doyle et
al., 2013; Inoue et al., 2017). While the PCM has been an interest within sport consumer
behavior research, studies have lacked interest in examining the differences in behavioral
intention among sport fans with varying levels of psychological connection to a sport
team.
Accordingly, this study empirically tests the corporate social responsibility (CSR)
participation intention among fans with varying psychological connection levels to a
sport team. In particular, to assess whether CSR participation intention varies among fans
based on their strength of psychological connection to the sport team. The focus on CSR
participation intention is due to increased philanthropic acts among professional sport
organizations in recent decades (Babiak & Wolfe, 2013; Breitbarth et al., 2015).
Typically, sport organizations engage in CSR activities to contribute to the betterment of
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a community (Babiak & Wolfe, 2006). However, sport organizations could also
strategically use their philanthropic initiatives as a social marketing tool by encouraging
consumers (i.e., sport fans) to support a corporate-supported cause (Inoue & Kent, 2012;
Lichtenstein et al., 2004). As sport fans are enthusiastic supporters of a team (Sloan,
1989), their CSR participation intention is a particularly important area to explore.
Therefore, the PCM will be discussed and serve as the theoretical foundation for the
study. The present study explores the following research questions:
1. Does philanthropic initiative from a sport team influence its fans’ willingness to
participate in the sport team’s CSR program?
2. Are there significant differences in CSR participation intention toward a sport
team’s philanthropic initiative among fans with varying levels of psychological
connection to the team?
Theoretical Background
Psychological Continuum Model
The PCM, introduced by Funk and James (2001), has been developed as a
theoretical framework that focuses on the social-psychological factors that influence the
psychological connection sport consumers have with a particular sport object such as a
sport activity, a team, a league, or an athlete (Beaton & Funk, 2008; Beaton et al., 2009;
Funk & James, 2001). The model has been widely used in sport (Beaton et al., 2011;
Behnam et al., 2020b; Doyle et al., 2013), leisure (Alexandris et al., 2017; De Groot &
Robinson, 2008; Jeon & Casper, 2021), and tourism research (Alexandris et al., 2009;
Filo et al., 2013; Lee et al., 2017). As depicted in Figure 2, the PCM comprises four
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stages (i.e., awareness, attraction, attachment, and allegiance) on a vertical continuum.
The model proposes that an individual would progress from the awareness stage to the
allegiance stage or even move downward based on the level of psychological connection
each acquires toward a sport activity, a sport team, a sport league, and/or an athlete (Funk
& James, 2001). Each stage of the PCM is discussed below.

Figure 2: Funk and James’s (2001) Psychological Continuum Model
i.

Awareness. The PCM posits that an individual forms a psychological connection
to a sport object with the notion of awareness, recognizing that a sport or a team
exists. However, individuals in the awareness stage have no interest in the sport.
The socialization process drives the development of awareness, where an
individual would often get exposed to a sport or a sport team with the influence of
significant others (i.e., parents, siblings, spouses, friends, co-workers), mass
media (i.e., news, magazines, social media), promotions (i.e., advertising, special
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events), and the community one lives in. Individuals in the awareness stage tend
to not invest their time, money, or emotions in the specific sport or sport team due
to their lack of interest in the sport.
ii.

Attraction. The second stage, attraction, symbolizes an individual who has gained
knowledge of a sport or a sport team. As a result, it leads one to prefer a particular
sport object over another. The attraction stage is driven by the extrinsic features
(i.e., hedonic motives, social aspects, physical features, situational factors)
coupled with the intrinsic motives of one’s own. However, individuals in the
attraction stage are likely to change their favorite team, as they are heavily
influenced by extrinsic motives. In other words, if an individual move to a new
community or the favored team performs poorly, they would likely favor another
sport or sport team due to the low psychological connection they may have
toward the sport.

iii.

Attachment. The third stage, attachment, categorizes an individual who has
progressed to a level where they have formed a stable and enduring psychological
connection with a sport or a sport team. In contrast to the attraction domain,
individuals classified in the attachment stage are geared more toward intrinsic
motives. Additionally, individuals believe their strong relationship with the sport
or the sport team is psychologically significant and valuable to their own personal
meaning. Thus, these individuals are less likely to change their preferences for a
sport object when affected by external factors (i.e., friends participating in
different sports, favorite sport team’s poor performance).
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iv.

Allegiance. The final stage, allegiance, places those who have formed a solid
psychological connection in reaching a level to become loyal participants of a
sport or committed fans of a sport team. In academic research, allegiance has
often been used interchangeably with the word loyalty (Funk & James, 2006).
Individuals in the allegiance stage have the characteristics of persistent attitudes,
resistance to changing one’s attitude even when faced with conflicting
information, may be cognitively biased, and engaging in behaviors such as
attending, reading, watching, listening, and purchasing the specific sport products.
These loyal individuals are involved in a sport solely due to the intrinsic purposes
with the absence of hedonic and social motives.
To summarize the PCM, the psychological connection one has toward a sport

object significantly differs across groups in terms of characteristics. Individuals in the
attachment and allegiance stages possess a stronger individual-sport connection as they
have less emphasis on hedonic motives and social-situational features. Additionally, it
has been supported by previous studies that even though individuals form a stable
psychological connection with a sport object, it may change over time, especially for
those less psychologically involved (Havitz & Dimanche, 1999; Sato et al., 2015). As
such, despite it being a challenge to sustain and/or escalate hedonic-seeking fans to a
higher stage of the PCM due to the uncertainty within a sport setting (e.g., nonguaranteed quality performance) (Yoshida et al., 2015), it remains a crucial task for sport
marketers to know their specific fan base to utilize different strategies to encourage those
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in the awareness and attraction stages of PCM to continue progress in becoming loyal
sport consumers.
Hypotheses Development
The present study investigates whether there is a difference in CSR participation
intention among sport fans based on their perception toward a sport team’s philanthropic
initiative. Furthermore, the study explores the differences in CSR participation intention
among fans with varying psychological connection levels to a sport team. More
specifically, to assess whether CSR participation intention toward the sport team’s
philanthropic initiative varies among fans based on their strength of psychological
connection to the team.
Perceived CSR and CSR Participation Intention
Generally, CSR refers to “a commitment to improve community well-being
through discretionary business practices and contributions of corporate resources” (Kotler
& Lee, 2004, p. 3). Until recently, scholars have explored consumers’ perception toward
a sport organization’s CSR (henceforth, perceived CSR), and how it may bring
significant outcomes to the organization (Walker et al., 2010; Behnam et al., 2021).
Specifically, perceived CSR is defined as “consumer awareness of and beliefs regarding a
company’s CSR efforts” (Lacey et al., 2015, p. 318). The current study follows Lacey et
al.’s definition of perceived CSR as sport fans’ awareness of and beliefs regarding a
professional sport team’s philanthropic initiative in improving community well-being via
the use of its resources (both monetary and non-monetary).
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While extant research has examined the primary impact of sport consumers’
perceived CSR on an organization, such as willingness to purchase the services offered
by the organization (Irwin et al., 2003), improve the reputation of the organization
(Walker & Kent, 2009), and positive word-of-mouth recommendation (Chang et al.,
2017), other studies outside of the sport discipline have also found secondary effects from
a firm’s CSR efforts. Scholars have investigated consumers’ responses to a firm’s CSR
beyond the beneficiaries directed toward the firm, which include consumers’ support
toward a corporate supported non-profit (Lichtenstein et al., 2004) or consumers’ support
toward a corporate-supported CSR program (Hur et al., 2020). For instance, within the
context of the banking industry in South Korea, Hur et al. examined how customers’
perceptions of a bank’s CSR may affect their willingness to participate in the CSR
initiative. Based on the study findings, the authors found an association between bank
consumers’ perceived CSR and their willingness to participate in the bank’s CSR
program. Similarly, Wang et al. (2020a), examining consumer recycling behaviors on
electronic waste, such as mobile phones, also revealed that consumers would be more
likely to participate in electronic recycling if consumers were more aware of
environmental knowledge of product recycling and environmental CSR. Considering
previous findings, the following hypothesis is proposed:
Hypothesis 1 (H1): CSR participation intention will be significantly higher for
participants who are exposed to the high CSR condition in comparison to the low CSR
condition group.
Psychological Connection Level and CSR Participation Intention
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It is well documented that consumers highly connected to a firm are likely to
display attitudinal loyalty (Su et al., 2021), which positively leads to an increase in
consumer behavioral loyalty (Behnam et al., 2020a). According to the PCM, an
individual transitions from the awareness to the allegiance stage based on the
psychological connection each has toward a sport object (Beaton et al., 2011). Previous
studies have examined how consumer involvement may affect attitudinal loyalty, such as
positive perception toward a sporting event (Kim & Kaplanidou, 2019), positive word-ofmouth (Chang et al., 2018), attendance intention (Chiu et al., 2019), and purchase
intention (Ko et al., 2008). Scholars have also explored the positive relation of
consumers’ involvement on their behavioral loyalty toward a sport organization,
including media consumption (Billings et al., 2019) and event attendance frequency
(Yoshida et al., 2015).
While the relation between consumers’ involvement and their attitudinal and
behavioral loyalty toward a sport entity is well supported, few studies within the leisure
and sport discipline have yet to explore CSR participation intention (i.e., intention to
participate in an organization’s CSR program) among consumers with varying
psychological connection levels to an organization. The few studies investigating the
phenomenon could be found in the marketing and business literature (Hur et al., 2020;
Lee et al., 2019; Lichtenstein et al., 2004; Romani & Grappi, 2014). However, the
authors have used the identification construct, another term to describe the consumercompany psychological connection, to explore the relation CSR has on consumer CSR
participation intention. For instance, Lichtenstein et al.’s (2004) study with actual

31

shoppers of a national food chain revealed the positive relation perceived CSR has on
consumer-company identification and that consumer-company identification was related
to the corporate-supported non-profit donations. Differently speaking, a company’s CSR
increased customer-company relationship quality, and shoppers who identify more
strongly with the national food chain were more likely to donate to corporate-supported
non-profits. Thus, considering previous findings, the following hypotheses are proposed:
Hypothesis 2a (H2a): CSR participation intention will be significantly higher for
participants in higher stages of the PCM in comparison to lower stages of the PCM in the
high CSR condition.
Hypothesis 2b (H2b): CSR participation intention will be significantly higher for
participants in higher stages of the PCM in comparison to lower stages of the PCM in the
low CSR condition.
Method
Procedures
The hypotheses were tested using a scenario-based cross-sectional survey.
Scenario-based studies have been widely used in CSR research (Kim et al., 2019; Lii &
Lee, 2012; Skarmeas & Leonidou, 2013). Previous studies examining the PCM faced
difficulties acquiring data from the low involvement group (i.e., awareness stage), as
sport fans and/or sport participants tend to be highly involved in the sport (Alexandris et
al., 2017; Baker et al., 2020). Due to the high psychological connected nature of sport
fans to a sport team, Doyle et al. (2013) collected data via an external market research
company, targeting individuals who live in four metropolitan areas in Australia. The data

32

collection process almost resulted in an equivalent number of respondents in each PCM
stage. In line with Doyle et al.’s data collection approach, the current study aimed to
obtain data from across the United States to generalize and collect an approximately
equal number of participants within each stage of the PCM.
A web-based Qualtrics questionnaire was administered for data collection.
Specifically, the data were collected via a third-party company, CloudResearch. The
CloudResearch platform is a crowdsourcing web service that allows researchers to
efficiently collect data with qualified study participants. The use of crowdsourcing web
services has increased in recent years among social scientists because it is a highly
reliable platform for quality data from diverse respondents that could represent the
general population in the United States (Paolacci et al., 2010).
Through CloudResearch, participants who are current fans of the National
Basketball Association (NBA), a professional men’s basketball league in the United
States, were recruited. Participants were compensated $0.70 for their responses, and the
average time to complete the survey was seven minutes. Participants were randomly
assigned to a condition (high CSR vs. low CSR). They were asked to provide an NBA
team that comes to mind and were asked to select the levels of psychological connection
each has toward the team (i.e., awareness, attraction, attachment, and allegiance).
Participants were then instructed to read a short hypothetical news article about the NBA
team, where Qualtrics automatically inserts the NBA team name to a specific location the
researcher designates by utilizing the piped text tool.
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While participants were randomly assigned to one of the two CSR conditions,
information regarding the hypothetical news articles varied across conditions. The
construction of the scenarios focused on information related to a sport team’s
contribution to addressing social issues, such as youth education and health, which are
typically social causes that professional sport teams and leagues aim to resolve with their
community outreach programs (Inoue et al., 2011; Walker & Kent, 2009). Specifically,
the high CSR condition scenario discussed the NBA team’s decision to provide monetary
funds and stated how the team is showing an effort to raise awareness and address social
issues (i.e., education and health) in making a difference for young athletes with a
disability.
On the other hand, the low CSR condition discussed a scenario that the team has
decided to postpone its CSR engagement in donating funds, as well as those discussed in
the high CSR condition (see Appendix B). After being exposed to one of the CSR
conditions, participants were asked to respond to several questionnaire items (i.e.,
perceived CSR and CSR participation intention) and some demographic questions. The
study design and survey materials were reviewed and approved by the Clemson
University human subjects review panel (Clemson University Institutional Review Board
protocol #2022-0030; see Appendix A).
Pilot Test
While the current study utilized two scenarios to manipulate participants’
perceptions toward a sport team’s philanthropic initiative, a pilot test was performed to
verify if the study participants perceived the two scenarios differently. Through the
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CloudResearch platform, 60 participants were recruited to confirm the experimental
stimuli (i.e., scenarios) to be used in the main study. The manipulation check items
consisted of five items (e.g., [TEAM NAME] includes charity in its activities) adapted
from Lacey et al. (2015), measuring their perceived level of the sport team’s
philanthropic initiative. All items were measured on a 7-point Likert-type scale ranging
from 1 (Strongly Disagree) to 7 (Strongly Agree). An independent samples t-test was
conducted; however, it appeared that the high CSR scenario (M = 5.62, SD = .97) and the
low CSR scenario (M = 5.49, SD = 1.09) were not significantly different from one
another [t(58) = .47, p = .923]. Therefore, an additional 30 participants were recruited to
measure the revised low CSR scenario, which discussed the NBA team’s decision not to
engage in its CSR initiative. The independent samples t-test for the previous high CSR
scenario and the revised low CSR scenario (M = 3.61, SD = 1.61) were significantly
different [t(58) = 5.85, p = .007]. Thus, the two updated scenarios were used in the main
study.
Main Study
For the main study, 716 participants were recruited via the CloudResearch
platform and randomly placed in high and low CSR conditions. One of the advantages
of using the CloudResearch platform is to eliminate the potential reduction in effect
sizes by excluding participants on the basis of previous participation (Chandler et al.,
2015). Thus, the restriction process was set to exclude participants who took part in the
pilot test. Overall, the response rate was high (89%), with the other 11% only
previewing the survey but did not confirm to take part in the study. Of the 716 cases,
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41 respondents who completed 50% or less were omitted for analyses (Hair et al.,
2019).
In addition to the missing values, 101 respondents (i.e., High CSR: 25 and Low
CSR: 76) who did not name an NBA team and/or did not answer the attention check
question correctly were removed, leading to a total of 574 cases (i.e., High CSR: 312
and Low CSR: 262) for analyses. According to Wright (2003), the G*Power software
is one of the most popular tools researchers use to conduct a power analysis. Thus, the
G*Power software was used to determine the sample size for the study. The G*Power
software indicated a minimum sample size of 180 (effect size = .25, alpha level = .05,
power level = .80, and number of groups = 4). The study has met the minimum sample
size for both the perceived high CSR condition and the perceived low CSR condition.
Main Study Participants
The respondents were primarily White (70.0%, n = 402), followed by African
American (10.6%, n = 61), Asian Origin (8.2%, n = 47), Hispanic or Latino Origin
(6.3%, n = 36), Multiple Race (2.1%, n = 12), Indian or Arabic Origin (1.0%, n = 6),
Native American (.7%, n = 4), and Other (.7%, n = 4). There were more Male (61.8%,
n = 355) than Females (37.5%, n = 215) and .3% (n = 2) were identified as Binary.
Furthermore, 46.5% (n = 267) of the respondents acquired a bachelor’s degree (46.5%,
n = 267) and were an average 39.16 years old (SD = 12.09 years) with 22.6% (n = 130)
of them reporting a yearly income in the range of $50,001 to $75,000. Finally, most of
the respondents do not have a disability (91.3%, n = 524), however, some (24.0%, n =
138) revealed that a friend or a family member as having a disability. The disability
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status questions were included in the demographic questions as they were used as
covariates in the main study. Table 1 and Table 2 outlined specific demographic
information based on study conditions.
Table 1: High CSR Respondents’ Demographic Information
Awareness (67)

Race
Native American
Asian Origin
Indian/Arabic
African American
Hispanic/Latino
Multiple Race
White
Other
Gender
Male
Female
Other
Age
Income
0-$12,500
$12,501-$25,000
$25,001-$35,000
$35,001-$50,000
$50,001-$75,000
$75,001-$100,000
$100,001-$150,000
$150,001-$200,000
$200,001-$250,000
$250,000 and above
Not to respond
Education
High school or less
Some college
Technical
Associate’s
Bachelor’s
Master’s
Doctorate
Disability
Yes
No
Not to respond

N

%

2
3
1
7
1
2
50
1

M
(SD)

Attraction (95)
N

%

3.0
4.5
1.5
10.4
1.5
3.0
74.6
1.5

5
14
6
3
66
-

42
24
1

62.7
35.8
1.5

6
4
11
10
16
8
9
2
1
-

M
(SD)

Attachment (83)
N

%

5.3
14.7
6.3
3.2
69.5
-

3
2
8
3
66
1

50
44
-

52.6
46.3
-

9.0
6.0
16.4
14.9
23.9
11.9
13.4
3.0
1.5
-

5
8
7
16
25
13
14
3
1
1
1

7
13
2
4
32
8
1

10.4
19.4
3.0
6.0
47.8
11.9
1.5

4
61
2

6.0
91.0
3.0

38.7
(12.9)

M
(SD)

Allegiance (67)
N

%

3.6
2.4
9.6
3.6
79.5
1.2

7
1
10
5
44
-

10.4
1.5
14.9
7.5
65.7
-

53
30
-

63.9
36.1
-

50
17

74.6
25.4

5.3
8.4
7.4
16.8
26.3
13.7
14.7
3.2
1.1
1.1
1.1

6
7
11
19
18
13
6
1
2

7.2
8.4
13.3
22.9
21.7
15.7
7.2
1.2
2.4

2
4
9
8
16
10
10
2
1
3
2

3.0
6.0
13.4
11.9
23.9
14.9
14.9
3.0
1.5
4.5
3.0

12
12
1
12
43
14
-

12.6
12.6
1.1
12.6
45.3
14.7
-

4
19
1
6
37
12
4

4.8
22.9
1.2
7.2
44.6
14.5
4.8

4
9
8
32
11
3

6.0
13.4
11.9
47.8
16.4
4.5

7
85
2

7.4
89.5
2.1

7
75
1

8.4
90.4
1.2

3
64
-

4.5
95.5
-

37

39.4
(11.9)

41.5
(12.2)

M
(SD)

36.2
(10.0)

Table 2: Low CSR Respondents’ Demographic Information

Race
Native American
Asian Origin
Indian/Arabic
African American
Hispanic/Latino
Multiple Race
White
Other
Gender
Male
Female
Other
Age
Income
0-$12,500
$12,501-$25,000
$25,001-$35,000
$35,001-$50,000
$50,001-$75,000
$75,001-$100,000
$100,001-$150,000
$150,001-$200,000
$200,001-$250,000
$250,000 and above
Not to respond
Education
High school or less
Some college
Technical
Associate’s
Bachelor’s
Master’s
Doctorate
Disability
Yes
No
Not to respond

Awareness (66)
M
N
%
(SD)

Attraction (69)
M
N
%
(SD)

Attachment (69)
M
N
%
(SD)

Allegiance (57)
M
N
%
(SD)

1
9
3
3
4
45
2

1.5
13.4
4.5
4.5
6.0
67.2
3.0

1
12
2
3
5
1
44
-

1.4
17.4
2.9
4.3
7.2
1.4
63.8
-

4
9
6
1
49
-

5.8
13.0
8.7
1.4
71.0
-

4
7
7
1
38
-

7.0
12.3
12.3
1.8
66.7
-

34
33
-

50.7
49.3
-

42
25

60.9
36.2

43
26

62.3
37.7

41
16

71.9
28.1

6
8
7
10
11
6
7
5
2
5

9.0
11.9
10.4
14.9
16.4
9.0
10.4
7.5
3.0
7.5

4
3
4
18
15
16
2
1
4
2

5.8
4.3
5.8
26.1
21.7
23.2
2.9
1.4
5.8
2.9

1
5
6
14
16
15
6
3
3
-

1.4
7.2
8.7
20.3
23.2
21.7
8.7
4.3
4.3
-

1
2
5
8
9
13
14
2
1
2
-

1.8
3.5
8.8
14.0
15.8
22.8
24.6
3.5
1.8
3.5
-

11
7
3
7
29
7
3

16.4
10.4
4.5
10.4
43.3
10.4
4.5

6
7
2
4
38
11
-

8.7
10.1
2.9
5.8
55.1
15.9
-

4
12
1
7
28
16
1

5.8
17.4
1.4
10.1
40.6
23.2
1.4

5
9
1
7
28
7
-

8.8
15.8
1.8
12.3
49.1
12.3
-

6
57
4

9.0
85.1
6.0

4
65
-

5.8
94.2
-

5
63
1

7.2
91.3
1.4

3
54
-

5.3
94.7
-

39.0
(12.0)

39.4
(12.5)

Measures
Psychological Connection Level
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39.2
(11.6)

39.3
(13.7)

To date, studies have utilized the involvement-based PCM segmentation approach
to place each study participant into one of the four hierarchical stages based on the multifaceted involvement subscales (i.e., pleasure, centrality, and sign) (Beaton et al., 2009;
Doyle et al., 2013). In the current study, however, respondents’ levels of psychological
connection to a sport team were measured utilizing the self-classification method, asking
the respondents to select a category description that best characterized them as a sport fan
of their favorite sport team. Specifically, based on the four stages of the PCM (i.e.,
awareness, attraction, attachment, and allegiance) introduced by Funk and James (2001),
each descriptive category highlighted the most salient contextual attributes representing a
particular sport fan type. For instance, the allegiance category characterized sport fans
who have formed a solid psychological connection in reaching a level to become a
committed fan of a sport team (see Table 3).
The current study selected the self-categorization approach to segment the
participants, as there are several limitations when converting continuous variables into
categories (Altman & Royston, 2006). According to Wright (2003), the author has
strongly argued that the transformation of data from a continuous variable into categories
is inappropriate and should be avoided since it would cause a significant loss of
information to the measurement. It is also argued that data transformation would increase
the risk of a Type I error or false positive, where researchers may have rejected a null
hypothesis when it is actually true (Austin & Brunner, 2004). Furthermore, the
transformation of data will cause a reduction in statistical power, which requires a
significant increase in the sample size to offset the issue (Cohen, 1983). As such, while a
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self-categorization method is a simple approach often used in leisure studies to segment
recreation participants (e.g., birders) into their respective groups (Scott et al., 2005; Ying
et al., 2018), the self-categorization method is chosen for use in the current study.
Perceived CSR
The measurement scale for perceived CSR comprised of 5-item (e.g., [TEAM
NAME] includes charity in its business activities) adapted from Lacey et al. (2015)
measured on a 7-point Likert-type scale ranging from 1 (Strongly Disagree) to 7
(Strongly Agree). The 5-item perceived CSR scale was deemed appropriate for use as it
has shown high factor loadings and Cronbach’s alpha values in Lacey et al.’s study.
Specifically, Lacey et al. utilized the 5-item perceived CSR scale with three separate
datasets (i.e., data collected in the years 2009, 2010, and 2011), examining the impact of
perceived CSR on sport fans’ relationship quality with a sport team and how fans’
perceived CSR influence their willingness to engage in positive word of mouth. All three
datasets have provided acceptable levels of factor loadings (λ = .83-.91) and Cronbach’s
alpha values (α = .94-.95). Given these promising psychometric properties, the 5-item
perceived CSR scale was used in the current study.
CSR Participation Intention
The measurement scale for CSR participation intention was adapted from Lee et
al. (2019), comprising 4-item (e.g., It is probable that I will be involved in [TEAM
NAME]’s philanthropic initiative), measured on a 7-point Likert-type scale ranging from
1 (Strongly Disagree) to 7 (Strongly Agree). The psychometric properties of the CSR
participation intention items have proven valid in Lee et al.’s study. Specifically, Lee et
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al. used confirmatory factor analyses and supporting statistics, which indicated acceptable
levels of factor loadings (λ = .83-.96) and Cronbach’s alpha value (α = .95). The scale has
also demonstrated high levels of factor loadings (λ = .82-.90) and Cronbach’s alpha value
(α = .93) in Hur et al.’s (2020) study of consumer CSR participation intention. Given
these promising psychometric properties, the 4-item CSR participation intention scale
was deemed appropriate to use in the current study. As outlined in Table 3, the 4-item
CSR participation intention measurement items showed high internal consistency with
Cronbach’s alpha value of .96.
Table 3: Article 1 Descriptive Statistics
Construct/Item
Psychological Connection Level
In which of the following categories would you classify yourself as a/an
[TEAM NAME] fan (see Appendix B for the full description of each PCM
category)?
Awareness
An individual who has formed a psychological connection to a sport with
the notion of awareness, recognizing that a sport team exists.
Attraction
An individual who has gained the knowledge of a sport team and has
formed a preference for a particular sport team over another.
Attachment
An individual who has formed a stable and enduring psychological
connection with a sport team.
Allegiance
An individual who has formed a solid psychological connection in
reaching a level to become a committed fan of a sport team.
Perceived CSR (Manipulation Check)
[TEAM NAME] includes charity in its activities.
[TEAM NAME] is involved with the local community.
Local communities are benefiting from [TEAM NAME]’s contributions.
[TEAM NAME] is committed to using a portion of its profits to help nonprofit causes and events.
[TEAM NAME] is involved in corporate giving.
CSR Participation Intention
It is probable that I will be involved in [TEAM NAME]’s philanthropic
initiative.
My involvement in [TEAM NAME]’s philanthropic initiative is likely.
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M (SD)
-

4.73 (1.74)
4.86 (1.76)
4.72 (1.82)
4.63 (1.85)
4.62 (1.75)
3.54 (1.66)
3.53 (1.71)

α
-

.97

.96

I am willing to get involved in [TEAM NAME]’s philanthropic initiative
3.97 (1.74)
I would consider getting involved in [TEAM NAME]’s philanthropic
4.07 (1.73)
initiative.
Note. M indicates mean; SD indicates standard deviation; α = Cronbach’s alpha

Data Preparation and Analyses
Prior to the analyses, the data were screened for potential multivariate outliers
using Mahalanobis distance and the Chi-square distribution function (p < .001) in SPSS
28 software. The screening process eliminated a total of 14 cases that were below the
cutoff value of p ≤ .001 (Field, 2013), leading to a total number of 560 for further
analyses. In addition to screening for outliers, Little’s test of MCAR (missing
completely at random; p ≥ .001) was performed to determine if there are potential
systematic causes of missingness in the data (Little, 1988). Little’s test of MCAR
resulted nonsignificant χ2(16) = 14.927, p = .530, indicating that the data were MCAR.
To generate missing values, the expectation maximization (EM) technique was selected
(Enders, 2010), as it is one of the robust methods for replacing missing data, and it can
be used in MCAR situations “to provide additional assurance for the best imputation
results possible.” (Hair et al., 2019, p. 85).
Results
Before the main analyses, an independent samples t-test was conducted to confirm
the validity of the experimental stimuli (high CSR and low CSR scenarios). Specifically,
the 5-item perceived CSR scale was used to check if the scenarios validated in the pilot
test were perceived as what the messages were to be delivered in the main study. The
independent samples t-test revealed a significant difference between the high CSR
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condition and the low CSR condition in terms of participants’ perceived CSR (Mhigh =
5.88, SD = .83 vs. Mlow = 3.34, SD = 1.41, p < .001). As such, the two scenarios were
deemed appropriate to use for further analyses.
Hypotheses Testing
A one-way ANCOVA was performed using the general linear model (GLM)
univariate procedure in the SPSS software to assess whether there is a difference in CSR
participation intention among the two CSR conditions and sport fans’ PCM levels while
accounting for participants’ disability status of the self, as well as other individuals that
are affiliated to the participants (e.g., family members and friends). The rationale behind
accounting for disability status is due to the tendency that consumers typically evaluate
positively or value a firm’s CSR initiative if the cause relates to their own interests
(Peloza & Shang, 2011). Furthermore, it is proposed that if a company’s CSR addresses a
cause that is important to a stakeholder group, the likelihood of stakeholder-company
identification would significantly increase (Maignan & Ferrell, 2004). Thus, as the
scenarios discussed an NBA team’s decision to make a difference for young athletes with
a disability, participants’ disability status questions were treated as covariates to account
for the possible biases that may impact the study findings. To help the readers remember
the PCM orders, an upper subscript is included in each PCM stage throughout the result
and discussion sections (e.g., awareness1, attraction2, attachment3, and allegiance4).
Specifically, the CSR conditions (high CSR = 0; low CSR = 1) and participants’
PCM levels served as the independent variables, while CSR participation intention served
as the dependent variable. Based on the GLM results, there is a statistical difference in
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CSR participation intention between the two CSR conditions [F(1, 548) = 40.20, p <
.001, ηp2 = .07], while controlling for disability status, which supported H1. Due to the
significant result, a post-hoc analysis test was examined using Fisher’s LSD to
investigate the differences by participants’ PCM levels. The pairwise comparisons test
revealed that participants exposed to the high CSR condition were significantly higher in
CSR participation intention in comparison to the low CSR condition for all levels of the
PCM [awareness1: t(548) = 3.26, p = .001; attraction2: t(548) = 4.00, p < .001;
attachment3: t(548) = 2.48, p = .013; allegiance4: t(548) = 3.01, p = .003]. Table 4
provides the estimated marginal means for participants CSR participation intention by
PCM levels for both CSR conditions.
Table 4: Estimated Marginal Means
Condition

PCM Level

M

SE

Awareness
3.32
Attraction
4.12
High
Attachment
4.40
Allegiance
4.69
Awareness
2.48
Attraction
3.17
Low
Attachment
3.79
Allegiance
3.89
Note. M indicates mean; SE indicates standard error

.183
.154
.167
.181
.182
.182
.181
.197

95% Confidence Interval
Lower
Upper
Bound
Bound
2.958
3.679
3.819
4.424
4.073
4.728
4.340
5.049
2.120
2.835
2.813
3.528
3.436
4.145
3.500
4.276

Additionally, the GLM results revealed a statistical difference in CSR
participation intention across participants with varying levels of psychological connection
to a sport team [F(3, 548) = 22.81, p < .001, ηp2 = .11], supporting H2a and H2b. Please
see Figure 3 for a plot of the cell means with 95% confidence intervals. In the high CSR
condition, the pairwise comparisons indicated that the awareness1 group showed
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significantly lower in CSR participation intention in comparison to the other three groups
[attraction2: t(548) = -3.35, p < .001; attachment3: t(548) = -4.36, p < .001; allegiance4:
t(548) = -5.35, p < .001]. Furthermore, the attraction2 group showed significantly lower
in CSR participation intention as compared to the allegiance4 group [t(548) = -2.41, p =
.016]. No significant differences were found between the attraction2 group and the
attachment3 group [t(548) = -1.23, p = .220], as well as the attachment3 group and the
allegiance4 group [t(548) = -1.20, p = .232]. Due to the non-significant results, H2a is
partially supported.

Figure 3: Plot of the Cell Means with 95% Confidence Intervals
Similar results were found in the low CSR condition. The pairwise comparisons
results revealed that the awareness1 group showed significantly lower in CSR
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participation intention than the other three groups [attraction2: t(548) = -2.70, p = .007;
attachment3: t(548) = -5.13, p < .001; allegiance4: t(548) = -5.26, p < .001]. Also, the
attraction2 group showed significantly lower in CSR participation intention in comparison
to the attachment3 group [t(548) = -2.42, p = .016] and the allegiance4 group [t(548) = 2.67, p = .008]. No difference was found between the attachment3 group and the
allegiance4 group [t(548) = -.37, p = .714]. As such, H2b is also partially supported. A
summary of the results for each hypothesis is presented in Table 5.

Table 5: Article 1 Hypotheses Result Summary
Code
H1
H2a
H2b

Hypothesis Statement
CSR participation intention will be higher for participants who are
exposed to the high CSR condition in comparison to the low CSR
condition group.
There will be a statistically significant difference in CSR
participation intention across fans with varying levels of
psychological connection to a sport team in the high CSR condition.
There will be a statistically significant difference in CSR
participation intention across fans with varying levels of
psychological connection to a sport team in the low CSR condition.

Results
(p < 0.05)
Supported
Partially
Supported
Partially
Supported

Discussion
The current study was designed to understand the differences in CSR participation
intention among sport fans with varying levels of psychological connection to a
professional sport team. To justify the effect of a philanthropic initiative from a sport
team on its fans’ willingness to participate in the CSR program, the study adopted a
scenario-based design (i.e., perceived high CSR condition and perceived low CSR
condition) to manipulate participants’ perceived CSR levels. As predicted, participants
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exposed to the perceived high CSR condition showed higher CSR participation intention
in comparison to the perceived low CSR condition group. In other words, when fans are
aware about a sport team’s philanthropic engagement, it increases their likelihood to get
involved in the team’s CSR program. This is consistent with Hur et al.’s (2020) study
examining consumers’ CSR participation intention in the banking industry. While Hur et
al. conducted their study in a non-experimental setting, the result indicated a positive
association between consumers’ perception toward banks’ CSR and their willingness to
participate in the CSR program. Additionally, Mamo et al. (2021) suggested that a sport
organization’s CSR initiative concentrated on the philanthropy issues, among other
dimensions of CSR in sport (i.e., sport governance, environmental management, labor
relations, etc.), showed a stronger positive relation with its fans’ perceived social
outcomes, such as enhanced community attachment and community pride. Thus, the type
of CSR engagement from a sport team is an important decision to consider, and that the
first hypothesis of the current study confirmed the positive relation participants’
perception of a sport team’s philanthropic initiative has on their CSR participation
intention.
In addition to supporting the difference in CSR participation intention among
sport fans based on their perceived CSR conditions, the study also suggested statistically
significant findings for the differences in behavioral intention by fans’ PCM levels.
However, CSR participation intention by fans’ PCM levels was only partially supported
for both the perceived high CSR condition (H2a) and the perceived low CSR condition
(H2b) due to some non-significant differences between groups. Interesting results were
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found especially for participants in the attraction2 group. Specifically, participants
categorized in the attraction2 stage of the PCM had no significant difference in CSR
participation intention in comparison to the attachment3 group in the high perceived CSR
condition; however, they were found to significantly differ from the attachment3
individuals in the low perceived CSR condition. These findings indicate that fans in the
attraction2 stage of the PCM are susceptible to environmental stimuli, which support
Funk and James’s (2001) characterization of attraction-level2 individuals. According to
Funk and James, individuals in the attraction2 stage tend to change a sport or are likely to
support other sport teams as they are highly influenced by extrinsic motives.
Consequently, CSR participation intention among the sport fans in the attraction2 PCM
level would significantly vary depending on their perceived level of a sport team’s
philanthropic initiative.
The current study also found no differences in CSR participation intention
between the attachment3 group and the allegiance4 group for both perceived CSR
conditions. While previous studies investigating the PCM have found statistical
differences in behavioral intentions across all PCM groups (Beaton et al., 2011; Filo et
al., 2013), the significant differences may have been due to the large sample size of the
data, which may affect the statistical test, where researchers may have rejected a null
hypothesis when it is actually true (i.e., Type I error or false positive) (Hair et al., 2010).
Furthermore, the use of dissimilar samples may have caused the difference in study
findings. For instance, Beaton et al. examined the PCM utilizing recreational marathon
runners as their study sample, where the authors stated that participants classified in the

48

higher levels of the PCM were more likely to search for information and/or use products
of the sport event’s title sponsor. However, the authors did not have participants in the
awareness1 stage of the PCM due to the nature of marathon runners, where most are
seriously involved in the sport. The three-staged segmentation (i.e., attraction2,
attachment3, and allegiance4) is commonly seen within studies examining recreation sport
participants, since most of the recreational activities consist of participants who are in the
attraction2 stage of the PCM and above, or, as Alexandris et al. (2017) stated, the
awareness1 individuals are not surveyed or included in the study as they are considered as
non-participants.
Theoretical Implications
Thus far, studies investigating the PCM have primarily focused on physically
active leisure participants (Alexandris et al., 2017; Beaton et al., 2011; Jeon & Casper,
2021). Few scholars have examined the PCM utilizing samples among passive sport
consumers, such as sport spectators or fans (Doyle et al., 2013; Nyadzayo et al., 2016).
While studies do exist that explored the PCM with sport fan samples, previous scholars
have mainly focused on fans’ actual behavior, such as consumption of games watched via
television (Doyle et al., 2013) and actual number of games attended (Inoue et al., 2017).
The extent to which participants’ behavioral intention (i.e., CSR participation intention)
among sport fans with varying levels of psychological connection to a sport team has not
been well examined. Furthermore, it should be noted that consumers’ psychological
connection positively influences behavioral intention to a greater extent than actual
behavior from consumers (Behnam et al., 2020a). This study, hence, adds value to the
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PCM literature by examining the differences in sport fans’ behavioral intentions based on
one’s psychological connection level to a sport team.
The current study further contributes to the PCM literature by successfully
segmenting sport fans within the PCM by utilizing a self-categorization method.
Empirical PCM studies have favored the IB-PCM segmentation approach to place each
participant into one of the four hierarchical stages based on the multi-faceted involvement
subscales (i.e., pleasure, centrality, and sign) (Baker et al., 2020; Doyle et al., 2013).
However, the IB-PCM segmentation has provided inconsistent results. For instance, in
accordance with the proposed PCM (Funk & James, 2001), Doyle et al. were able to
categorize sport fans into one of the four PCM stages. In contrast, Baker et al. found their
sport fan samples to be well assigned into three groups (i.e., attraction2, attachment3, and
allegiance4) by merging the awareness1 group into the attraction2 group, failing to provide
a sound rationale for combining the two groups. Due to the inconclusive segmentation
results from previous scholars examining passive sport consumers, the present study
undertook a different approach to segmenting sport fans. The self-categorization method
used in the current study has often been used in leisure studies and appears valid in
segmenting recreation participants (e.g., birders) into their respective groups (Scott et al.,
2005; Ying et al., 2018). Unlike the multidimensional approach, the self-categorization
method provided a more straightforward form to accurately and successfully segment
participants into their respective PCM stages.
Practical Implications
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The current study findings provide valuable insights for sport managers and
marketers working with sport fans within the professional sport setting. According to the
study, the data supports that sport fans are different from one another. While the study
has classified sport fans into one of the four PCM stages, the study findings revealed that
the attachment3 fans and the allegiance4 fans are almost identical as non-significant
differences in behavioral intention were found between the two groups in both perceived
CSR conditions. As stated by Kotler et al. (2020), successful market segmentation
permits businesses to serve a specific group of consumers more efficiently by satisfying
their unique needs. Thus, due to the heterogeneous nature of sport fans, sport teams
should know how to segment their consumers based on their distinct characteristics to
gain a deeper understanding of the consumers they serve (Woo et al., 2009).
One easy way to profile the consumers is to use the self-categorization method
introduced in the study. Unlike the conventional IB-PCM segmentation approach used by
previous scholars to segment sport consumers, a self-categorization method is a userfriendly tool that practitioners could use to better understand their diverse fan bases.
Given the differences that exist among sport fans across PCM stages, coupled with the
significant importance for sport organizations to attract and retain current fan groups, the
use of targeted marketing would be more effective for sport marketers in comparison to
the mass media marketing approach that aims to connect with all consumer bases.
Although additional studies should be conducted to confirm the validity of the selfcategorization method, it is a simpler technique for sport managers to profile their
consumers based on the specific criteria described in each of the PCM stages. Ultimately,
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it provides valuable information for practitioners to satisfy their consumers’ needs by
delivering quality services based on differing expectations.
The present study also has meaningful implications for sport managers and
marketers who thrive on interacting with their consumers by developing a community via
the use of CSR. Based on the study findings, the willingness to participate in a sport
team’s philanthropic program significantly increased among all fan groups when the
consumers’ perception of a sport team’s philanthropic initiative was high in comparison
to perceived low CSR condition. In reality, however, consumers generally lack
knowledge about a firm’s CSR initiatives (Mohr et al., 2001; Sen et al., 2006). As such,
practitioners should find ways to communicate their CSR practices to increase
consumers’ awareness successfully. This is crucial as consumers who are aware of CSR
initiatives have more positive attitudes and behavioral intentions toward the company
(Öberseder et al., 2013), potentially leading to their attitudinal and behavioral changes
toward a social cause (Koch et al., 2019).
Lastly, while a CSR practice is typically engaged to contribute to a community's
betterment, it could also be used as a corporate social marketing tool. For instance, CSR
could be strategically used to increase consumer engagement to improve a specific cause.
In particular, sport teams should try to target consumers with low to medium levels of
psychological connection to a sport team (i.e., attraction2 stage of the PCM), as those
individuals are highly sensitive to environmental stimuli. Consequently, practitioners
could program philanthropic initiatives in hopes of attracting low PCM level customers to
get involved in the philanthropic program, ultimately enhancing their fan loyalty.
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Limitations and Future Research
The study has several limitations that could be further examined in future
research. The current study utilized a scenario-based experimental design, which provides
high internal validity by allowing the researcher to examine the impact of a treatment
condition (perceived CSR conditions) on an outcome variable (CSR participation
intention) while controlling for factors that might have an impact on the findings
(disability status). However, the experimental setting may provide less external validity
due to the lack of realism associated with such a design (Babbie, 2013). As such, it is
suggested that future scholars conduct the study in a field setting to enhance and confirm
the external validity and that the findings could be replicated.
Additionally, the data samples were drawn from one of the crowdsourcing
websites, CloudResearch. The use of online platforms to collect study samples could be
commonly seen in sport management journals, such as the Journal of Sport Management
and Sport Management Review. Furthermore, the use of the CloudResearch platform
allows the researcher to collect data from qualified study participants and,
simultaneously, to account for the generalizability of the data samples. Despite its many
advantages, it is still questionable if the results would be the same when the study
samples were drawn from a non-internet population. Thus, future studies examining CSR
and its impacts on the behavioral intention among differing sport fan bases should
consider surveying sport fans by reaching out to several professional sport teams.
Finally, the current study examined the direct impact that CSR has on sport fans’
behavioral intentions. While the study findings revealed the positive impact of a sport
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team’s philanthropic initiative on its fans’ CSR participation intention, it should not be
taken for granted that fans will participate in a CSR action solely due to the psychological
connection they have with a sport team. For instance, several studies have contributed to
Bhattacharya et al.’s (2009) model for understanding stakeholder responses to CSR
(Inoue et al., 2017; Servera-Francés & Lidia Piqueras-Tomás). Specifically, previous
scholars have explored the rationale as to why an organization’s CSR engagement would
motivate its stakeholders to act favorably toward the organization or a cause supported by
the organization. As such, future researchers should consider incorporating a mediating
variable, such as sport fans’ trust in a sport team, to capture a complete picture of the
phenomenon being studied.
Conclusion
The current study successfully identified the differences in CSR participation
intention toward a sport team’s CSR program among sport fans with varying
psychological connections to the team. While prior scholars examining the PCM have
primarily focused on physically active leisure participants, this study adds value to the
PCM literature by examining passive sport consumers (i.e., sport fans) and their CSR
participation intention. Furthermore, the study introduced future researchers and
practitioners within the sport industries an easy and effective tool, the self-categorization
method, to segment sport consumers into their respective PCM stages. Specifically for
sport practitioners, the self-categorization approach for sport consumer segmentation may
better serve their consumers by fulfilling each consumer’s specific wants and needs,
subsequently building allegiant consumer bases.
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CHAPTER FOUR
ARTICLE 2: THE IMPACT OF A PROFESSIONAL SPORT TEAM’S CORPORATE
SOCIAL RESPONSIBILITY (CSR) INITIATIVE ON FANS’ TRUST IN THE TEAM
AND CSR PARTICIPATION INTENTION: A MODERATED MEDIATION MODEL
Introduction
The number of philanthropic acts among professional sport organizations has
shown a rise within the United States and across the globe in recent decades (Babiak &
Wolfe, 2013; Breitbarth et al., 2015; Inoue et al., 2013). According to the 19th Annual
Global CEO Survey implemented by PricewaterhouseCoopers (2016), 64% of CEOs
among 1,409 interviewed responded that corporate social responsibility (CSR) is core to
their business. It was also reported from the Cone Communications CSR Study (2017)
that 89% of American adults are likely to purchase a product, given similar price and
quality, from a brand that is associated with a good cause. Even in the context of sport,
CSR has become a norm for sport businesses where stakeholders expect organizations to
engage in philanthropic activities (Mamo et al., 2021). Generally, there has been
significant empirical evidence of the positive impacts for organizations to engage in CSR
practices (Kim et al., 2017; Saeidi et al., 2015; Ma & Kaplanidou, 2021). Specifically,
CSR is an important strategic communication tool for businesses to build stakeholdercompany relationships (Bhattacharya et al., 2009; Nyadzayo et al., 2016). However,
simply getting involved in CSR does not guarantee success. One key factor that has been
examined for a business to gain favorable returns from its CSR act is attracting and
increasing consumers’ intention to participate in the CSR initiative (Beldad et al., 2020).
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Typically, consumer behavior involves decision-making that satisfies and/or
benefits the self by purchasing goods or services. In academia, however, scholars have
shifted their attention to studying consumer behavior that do good for others, also known
as prosocial behavior (Small & Cryder, 2016). Prosocial behavior refers to positive social
acts (i.e., help, share, donate, cooperate, volunteer) performed by individuals to provide
for the well-being of others (i.e., persons, groups, organizations) (Brief & Motowidlo,
1986; De Ruyter & Wetzels, 2000). While the main goal of a firm’s CSR engagement is
to improve community well-being via contributions of corporate resources (Kotler & Lee,
2004), a firm could make use of its consumers as a form of corporate human resource to
participate in the CSR program they serve (Du et al., 2011). In other words, businesses
could strategically provide the opportunity for consumers to engage in prosocial acts by
actively participating in their CSR initiatives.
Unlike other businesses, sport organizations have the potential to successfully
leverage their CSR initiatives for positive social outcomes by enhancing their
psychologically connected fans to participate in their CSR programs. However, sport fans
are heterogeneous, each acquiring a different level of psychological connection to a sport
team (Funk & James, 2001). As such, sport organizations must find a way to enhance the
CSR participation intention of all consumer types. In particular, it is crucial for sport
organizations to focus more on consumers having a lower psychological connection to
the organization as they tend to be less likely to participate in a corporate-supported CSR
program (Article 1; Hur et al., 2020).
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One way sport organizations could increase consumers’ willingness to participate
in their CSR program is by building consumer trust. The positive impact of trust on
consumers’ behavioral intention toward a corporate-supported social cause is well
explained by the seminal work of Bhattacharya et al.’s (2009) Stakeholder-Centric Model
for Understanding CSR (SCMU-CSR). Specifically, the authors described how
stakeholder-company relationship quality, such as trust, could be strengthened from a
firm’s CSR if the act is perceived positively by its stakeholders. In addition to
stakeholders’ perception of a firm’s CSR, it is also demonstrated in Du et al.’s (2011)
qualitative findings that consumers would gain trust toward a firm from their
participation in its CSR initiative. Furthermore, Bhattacharya et al.’s SCMU-CSR
highlighted the increased likelihood of stakeholders’ support toward a company, their
support toward a corporate-supported CSR initiative, and/or other stakeholders affiliated
with the company as a result of generating stakeholder-company relationship quality via a
firm’s CSR. In other words, the model emphasized the importance of building
stakeholder-company relationship quality (i.e., consumer trust) and how it would mediate
the relation between consumers’ perception of a firm’s CSR and consumers’ willingness
to act favorably toward those affiliated with the firm (i.e., intention to engage in the
firm’s CSR program).
Despite consumers’ CSR participation intention being one of the most crucial
aspects for favorable business outcomes, relatively scant research has examined how a
CSR initiative could lead consumer behavior into advocating for the corporate-supported
CSR program. Additionally, there is little evidence on how firms’ socially responsible
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initiatives may benefit the actual cause (Walker et al., 2017). Consequently, there remains
a critical need to investigate consumer CSR participation intention in CSR research.
Building on Bhattacharya et al.’s (2009) SCMU-CSR, the current study explores the
impact of a professional sport team’s philanthropic initiative on its fans’ CSR
participation intention. The specific aim of the study is to explore how building consumer
trust via a sport team’s CSR would enhance CSR participation intention among sport fans
with varying levels of psychological connection to the sport team. Thus, the research
objectives of Article 2 are:
1. To examine how a professional sport team’s philanthropic initiative impacts
its fans’ willingness to participate in the team’s CSR program.
2. To explore the mediation effect of trust on the relation between sport fans’
perception toward a professional sport team’s philanthropic initiative and their
willingness to participate in the team’s CSR program.
3. To investigate how psychological connection levels of sport fans toward a
sport team moderate the mediated relation between perceived CSR and CSR
participation intention via trust.
Theoretical Framework
A Stakeholder-Centric Model for Understanding CSR
The core to the success of a business depends on the development of stakeholdercompany relationships (Susnienė & Vanagas, 2006), which many organizations recognize
as their central challenge. To improve stakeholder-company relationships, a firm should
generate profits for its shareholders and deliver benefits that are valued by its
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stakeholders (Bhattacharya et al., 2009). Extant research has demonstrated the positive
impact CSR could bring to businesses, such as corporate reputation and image (Almeida
& Coelho, 2019), positive company evaluations (Yoo & Lee, 2018), positive word-ofmouth (Han et al., 2020), purchase intentions (Bianchi et al., 2019), and consumer loyalty
(Latif et al., 2020). Despite these beneficiaries, scholars within the CSR literature have
paid less attention to the potential impact that CSR could provide to stakeholders and
ultimately foster strong stakeholder-company relationships (Bhattacharya et al., 2009).
As such, Bhattacharya et al. introduced a framework, the SCMU-CSR (see Figure 4), to
provide clarification of the positive stakeholder-company relationships built via CSR.

Figure 4: Bhattacharya et al.’s (2009) Model for Understanding Stakeholder Responses to
Corporate Social Responsibility
CSR Activity. According to the CSR Pyramid introduced by Carroll (1979), CSR
activities are comprised of four categories which include economic, legal, ethical, and
philanthropic. The SCMU-CSR focused on the philanthropic dimension among the four
categories of CSR. Furthermore, it was revealed in Mamo et al.’s (2021) study that a
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sport organization’s CSR initiative concentrated on philanthropy issues showed a
stronger positive association with its fans’ perceived social outcomes, such as enhanced
community attachment and pride. Due to these reasons, the current study will only
consider the philanthropic aspect of a professional sport team’s CSR initiative. Thus, the
study follows Kotler and Lee’s (2004) definition of CSR as an organization’s voluntary
commitment to improve community well-being and satisfy societal expectations via
contributions of corporate resources. For instance, when organizations practice CSR, they
engage in actions that provide social good, going beyond the firm's financial interests to
participate in activities not required by law (Carroll, 1979; Sheth & Babiak, 2010). This
is consistent with the definition used to describe CSR in Bhattacharya et al.’s (2009)
SCMU-CSR.
Stakeholder Perceptions of Company’s CSR Initiatives. Stakeholders are those
who relate to a business's success, such as customers, shareholders, employees, local
communities, etc. (Freeman, 1984). Businesses would not exist without stakeholders
(Carroll, 1991). Building on Lacey et al.’s (2015) definition of stakeholders’ perception
of a company’s CSR initiative (henceforth, perceived CSR), the author refers to
perceived CSR as stakeholders’ awareness of and beliefs regarding a company’s, in this
case, professional sport team’s philanthropic initiative in contributing to enhance
community well-being through the use of its corporate resources (both monetary and nonmonetary). Stakeholders’ positive perceived CSR is crucial as it provides various benefits
and helps create stronger bonds between the company and stakeholders (Bhattacharya et
al., 2009; Peloza & Shang, 2011). Therefore, a firm should be socially responsible for
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providing benefits to its stakeholders, such as the workplace, organization, and/or the
community (Lacey & Kennett-Hensel, 2010).
Returns to Stakeholders. The SCMU-CSR aims to describe how a firm’s CSR
initiative produces benefits (i.e., functional, psychosocial, and values) for its stakeholders
and how these benefits strengthen the stakeholder-company relationships (i.e.,
identification, commitment, trust, and satisfaction). Furthermore, how the relationship
quality influences stakeholders’ behavioral outcomes toward the company, the cause, and
other stakeholders. Specifically, Bhattacharya et al. (2009) used the means-end chain
literature (Gutman, 1982; Reynolds & Olson, 2001) to explain the different types of
benefits stakeholders receive from a firm’s CSR initiative. According to the means-end
chain theory, the rationale for consumers’ purchase decisions is due to the three benefits
(i.e., functional, psychosocial, and values) they could get in return from the products or
services.
Functional benefits refer to the direct and/or the actual benefits consumers receive
from a specific product or service (Bhattacharya et al., 2009; Green & Peloza, 2011).
Next, psychosocial benefits are consumers’ perceived psychological and sociological
well-being driven by functional consequences and/or direct involvement with the product
or service (Bhattacharya et al., 2008, 2009). Lastly, values are the end-states of the
means-end chain, where consumers derive values from the psychosocial benefits and/or
directly from the product or service (Bhattacharya et al., 2009). In the context of CSR, for
instance, a firm’s CSR program that aims to provide soccer coaching license training for
injured military veterans allows the participants to get certified as soccer coaches
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(functional benefit), which leads them and/or directly have them to feel the social
acceptance in being soccer coaches within their communities (psychosocial benefit), and
as a result, gain self-esteem (value) from the psychosocial benefit and/or from
participating in the firm’s CSR program.
Stakeholder-Company Relationship Quality. CSR investments “contribute to
strengthening a firm’s competitive advantage through enhancing its relationships with its
customer” (Carroll & Shabana, 2010, p. 98). It is demonstrated that companies could
solidify and generate long-lasting relationships with their consumers via CSR initiatives
(Murray & Vogel, 1997; Peloza & Shang, 2011). According to SCMU-CSR, a company
could build a strong and enduring relationship with its stakeholders when beneficiary
returns are given to stakeholders from the firm’s CSR. Crosby et al. (1990) stated that
relationship quality comprises at least two dimensions (i.e., trust and satisfaction).
However, within Bhattacharya et al.’s SCMU-CSR, the authors introduced four
dimensions to explain stakeholder-company relationship quality (i.e., identification,
commitment, trust, and satisfaction), with identification showing the strongest
relationship quality and satisfaction being the weakest.
Among the four dimensions of relationship quality, the current study will only
focus on the trust construct. While psychological connection level is one of the constructs
of interest in the current study, there is a high potential for multicollinearity issues
between psychological connection level and the first two dimensions of relationship
quality (i.e., identification and commitment). This is because identification and
commitment are often used to describe the connection sport consumers have with a sport
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entity (Funk & James, 2001). In terms of satisfaction, Swimberghe and Wooldridge
(2014) found no association between consumers’ perceived CSR and satisfaction within
the quick-service restaurant industry. Furthermore, as the current study examines the
perceptions among sport fans with varying levels of psychological connection to a sport
team, it makes little sense to measure the satisfaction construct, especially from fans
having a low psychological connection to the team due to their little or no interaction
with the team’s services. Additionally, while satisfaction is related to a short-term effect
of the consumer-company relationship (Yoshida et al., 2015), the long-term effect of the
consumer-company relationship that could be generated from trust is the focus of the
study. As such, sport fans’ trust in a sport team will only be examined.
Stakeholder Behavioral Outcomes. Bhattacharya et al.’s (2009) SCMU-CSR
posit that stakeholders’ perceived benefits and increased stakeholder-company
relationship quality from the company’s CSR initiatives would favorably direct their
behaviors toward the company, the cause, and/or other stakeholders. In particular, the
quality of the relationship between stakeholders and the company plays a vital role in
stakeholders’ behavioral outcomes. In other words, stakeholders who identify themselves
with a company are more likely to provide positive behavioral outcomes than those
where the relationships are not as close (Deng & Xu, 2017). Since the current study
focuses on the CSR participation intention of sport fans in contributing to their supported
sport team’s philanthropic initiative, stakeholder behavioral outcome directed toward the
cause will be the topic of interest.
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Conceptual Framework and Hypotheses
Drawing on Bhattacharya et al.’s (2009) SCMU-CSR, the study’s conceptual
framework illustrates the impact of a professional sport team’s philanthropic initiative on
its sport fans’ trust in the team; ultimately, leading sport fans’ willingness to participate
in the sport club’s philanthropic program. As depicted in Figure 5, the model describes
the positive relation between sport fans’ perceived CSR and their CSR participation
intention through trust, which act as a mediator. The model further explores how fans’
psychological connection toward the sport team moderates the overall study findings.
Empirical studies supporting the hypotheses development are discussed below.

Figure 5: Article 2 Conceptual Model
Perceived CSR and CSR Participation Intention
Consumer participation is a process of providing consumers “the opportunity to
become actively involved in a project or programme of activity” (Wilcox, 1994, p. 50).
According to Bitner et al. (1997), consumer participation is generally divided into three
levels (i.e., low, moderate, and high). The low level of participation refers to when the
consumers only require physical presence. A moderate level of participation is when
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consumers’ inputs, such as consumer information, effort, and/or physical possessions, are
required to facilitate service. Lastly, when consumers are actively involved in co-creating
a service, it is referred to as a high level of consumer participation. Based on the
aforementioned information related to consumer participation, the current study defines
CSR participation intention as the degree to which a sport fan is willing to participate in a
sport team's CSR program.
It has been well documented that consumers’ behaviors greatly depend on their
perceptions of a firm’s CSR initiatives. Specifically, extant studies have revealed the
influence of customers’ positive perceived CSR on intention to purchase a company’s
product (Lee & Shin, 2010; Ng, 2022), word-of-mouth recommendation (Chang et al.,
2017; Fatmawati & Fauzan, 2021), and consumer loyalty to a company (Iglesias et al.,
2020; Mercadé-Melé et al., 2018). Despite significant empirical evidence of the positive
relation between perceived CSR and consumer behavioral outcomes, CSR participation
intention has been rarely examined in CSR research, especially in sport literature. The
few studies that have examined consumer CSR participation intention could be found
outside of the sport discipline (Hur et al., 2020; Wang et al. 2020a). For instance, Hur et
al. (2020) explored consumers’ CSR participation intention in the banking industry.
Based on Hur et al.’s findings, consumers were more likely to participate in a bank’s
CSR when they were aware of the CSR engaged by the bank. A similar result could also
be found in the sport literature. Within the collegiate sport, Hwang et al. (2020) examined
the online donation intention of collegiate sport fans, and the authors revealed that fans
were more likely to donate to the college athletic department when they were satisfied
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with the CSR information on the athletic department’s website. Considering previous
findings, the following hypothesis is proposed:
Hypothesis 1 (H1): Perceived CSR has a positive effect on CSR participation intention
(p < .05).
Perceived CSR and Trust
Trust is consumers’ perceived reliance and dependencies on a service or a brand
(Moorman et al., 1993; Morgan & Hunt, 1994). In other words, it is a feeling of trust and
confidence that consumers have toward a service or a brand in fulfilling their
consumption expectations (Delgado-Ballester & Munuera-Aleman, 2001). While
previous studies have examined the positive consequences for companies in generating
consumer trust, such as consumer loyalty (Iglesias et al., 2020; Park et al., 2017),
questions remain on the antecedents of companies in building consumer trust (Kang &
Hustvedt, 2014). CSR is one of the key factors for firms as well as sport organizations to
enhance consumer trust by building meaningful connections.
Previous studies have demonstrated the positive relation that CSR has in building
consumer trust (Iglesias et al., 2020; Servera-Francés & Piqueras-Tomás, 2019). For
instance, Iglesias et al. (2020) examined consumers' perception of health insurance
services toward health insurance brands’ CSR initiatives in Spain. The study findings
supported the direct positive effect of perceived CSR in generating consumer trust toward
the health insurance companies. Servera-Francés and Piqueras-Tomás (2019), in another
study, investigated how CSR initiatives from supermarkets and hypermarkets would
positively impact their consumers. The authors confirmed that CSR helps strengthen
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customer-store relationships, where there was a direct influence of CSR on consumer
trust in the organizations and, at the same time, improved consumer commitment towards
the stores. Similarly, in the context of sport, Ko et al. (2014) examined how a collegiate
athletic program could build donors’ trust via the use of CSR. Specifically, the authors
revealed that it is likely to increase donors’ trust if donors perceive the collegiate athletic
program as socially responsible, leading to a positive impact on donors’ intention to
donate to the program. Considering previous findings, the following hypothesis is
proposed:
Hypothesis 2 (H2): Perceived CSR has a positive effect on trust (p < .05).
Trust and CSR Participation Intention
The level of relationship quality determines a consumer’s willingness to engage in
activities that benefit a firm (Itani et al., 2019). Trust is one of the dimensions used to
conceptualize consumer-company relationship quality (Bhattacharya et al., 2009; Dorai et
al., 2021; Tajvidi et al., 2021). While there is a dearth of research examining the relation
between consumer trust and their willingness to participate in a firm’s CSR, a substantial
body of literature has demonstrated how consumer trust positively relates to consumer
loyalty toward a brand (Chaudhuri & Holbrook, 2001; Lie et al., 2019; Rudzewicz &
Strychalska-Rudzewicz, 2021; Tsiotsou, 2013). Likewise, a decrease in consumer trust
would have a negative effect on consumer loyalty (Leonidou et al., 2013). Thus, it is
crucial for a firm to build and maintain consumer loyalty, as it is a notable predictor of
business success (Park et al., 2017).
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Although research examining the association between consumer trust gained from
a firm’s CSR and consumer CSR participation intention is limited, prior studies have
explored the positive influence consumer trust would have on other behaviors of
consumers, such as prosocial behavior. For instance, in Lee et al.’s (2007) study, the
authors used a two-dimensional (i.e., trust and satisfaction) relationship quality construct
to examine employees’ prosocial behavior, such as working beyond job requirements for
consumers within the hotel food and beverage services industry. The study findings
revealed the direct impact of relationship quality on employees’ prosocial behavior, but
the relation depends on the relationship quality types. Specifically, there was a direct
relation between manager-employee relationship quality on employees’ prosocial
behavior, while organization-employee relationship quality on employees’ prosocial
behavior was fully mediated by organizational commitment. Based on these arguments,
the following hypothesis is proposed:
Hypothesis 3 (H3): Trust has a positive effect on CSR participation intention (p < .05).
The Mediating Effect of Trust
Scholars have often used consumer trust as a mediator variable in CSR research.
Previous studies have explored how a firm’s CSR, when perceived favorably by its
consumers, would gain consumers’ trust toward the firm (Choi & La, 2013; Martínez, P.,
& Rodríguez del Bosque, 2013) and how increased trust from consumers would
positively influence consumers’ behavior, such as intention to participate in the firm’s
CSR initiative (Wang et al., 2020a). For instance, Wang et al. (2020a) examined how
consumers’ awareness of environmental CSR would impact consumers’ recycling

68

participation intention in the context of online recycling on electronic products. The
authors indicated that consumers who receive environmental CSR information indirectly
affect (i.e., partially mediates) their willingness to participate in online recycling by
building consumers’ trust in the recycling company. In sum, good CSR perceptions
strengthen the bond between companies and their consumers, and consequently,
consumers will develop behavioral intentions toward the CSR program. This
phenomenon is explained by Bhattacharya et al.’s (2009) SCMU-CSR. When consumers
perceive a firm’s CSR as positive, their trustworthiness with the company increases, and,
as a result, their intention to participate in the company’s CSR would also increase. Based
on these arguments and considering previous findings, the following hypothesis is
proposed:
Hypothesis 4 (H4): Perceived CSR has an indirect effect on CSR participation intention
through trust (p < .05).
The Moderated Mediation Effect of Psychological Connection Level
Sport fans are heterogeneous, with each having a different level of psychological
connection to a sport entity. According to James and Funk’s (2001) psychological
continuum model (PCM), sport consumers are subcategorized into four groups (i.e.,
awareness, attraction, attachment, and allegiance), where those in the allegiance stage
have the highest level of psychological connection with a sport entity. In most cases, an
individual would go through each distinct stage of the PCM (Beaton et al., 2011). While
consumers’ psychological connection to a sport entity varies based on the different stages
one is affiliated with, it could potentially influence their perception of a sport team’s CSR
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initiative. For instance, Terawatanavong et al. (2007) revealed that consumers’
psychological involvement level moderates the relation between relationship quality and
customer loyalty. Additionally, Lichtenstein et al. (2004) found that customers who
identify more strongly with the corporation are more likely to donate to corporatesupported nonprofits. In El-Kassar et al.’s (2021) study, the authors found that employees
who identified themselves more strongly with the organization showed a higher
willingness to perform beyond their job requirements in the workplace, such as helping
other co-workers and volunteering for additional work tasks. Accordingly, highly
attached fans could express their support and loyalty toward their favorite teams via
somewhat extraordinary behaviors more than the typical fan behaviors like purchasing
tickets and merchandise (Chiu & Won, 2016; Chiu et al., 2019; Dwyer et al., 2015; Funk
et al., 2016).
A sport team could foster fans to become psychologically connected to the team if
it develops an image or if the fans perceive value in the hard work their supporting teams
provide to the community (Funk & James, 2001). However, the effect is more likely for
those with a lower psychological connection to the sport team (Nyadzayo et al., 2016).
Specifically, in the study examining a professional sport team’s CSR and its season ticket
holders, Nyadzayo et al. (2016) indicated that the indirect effect of CSR on customer
loyalty via relationship quality becomes weaker as the psychological connection between
consumers and their sport team increases. In short, the impact of perceived CSR on CSR
participation intention through trust will be stronger for fans with a low level of
psychological connection to a sport team than fans with a higher level of psychological
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connection to a sport team. Based on these arguments and considering previous findings,
the following hypothesis is proposed:
Hypothesis 5 (H5): The indirect effect of perceived CSR on CSR participation intention
via trust varies based on sport fans’ psychological connection levels with a sport team;
the indirect relation will be weaker for individuals in higher stages of the PCM (p < .05).
Method
The current study proposed a conceptual model to examine the relations between
perceived CSR, trust, and CSR participation intention among fans of the National
Basketball Association (NBA), a professional men’s basketball league in the United
States. Furthermore, the study explores how fans’ psychological connection levels toward
their supporting NBA team moderate the relation between perceived CSR and trust,
which ultimately impacts their willingness to participate in the team’s CSR program. The
rationale behind focusing on NBA fans is due to the league’s high involvement in
philanthropic initiatives. Specifically, the NBA league has engaged in CSR initiatives to
address social issues in the United States and worldwide via the league’s global social
responsibility program, the NBA Cares.
The hypotheses were tested using a scenario-based experimental design. A
scenario-based experimental design is widely used in CSR research (Kim et al., 2019; Lii
& Lee, 2012; Mohr & Webb, 2005) as it has the advantage of increasing the realism of
the study (Hair et al., 2019). Furthermore, an experimental design is well known for
examining cause and effect relationships (Babbie, 2013), coupled with its effectiveness in
manipulating and controlling for extraneous variables (Kline, 2015), which provides a
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high degree of internal validity within a quantitative research design (Kim & Jang, 2014).
Thus, an experimental design allows researchers to examine the specific assumptions that
are based on theories and/or models while holding all else constant (Calder et al., 1981).
Due to the benefits mentioned above, a scenario-based experimental design was deemed
useful for conducting the study.
Procedures
While previous studies examining the PCM have targeted a specific sport team to
recruit study participants, many have experienced challenges in gathering sport fans in
the awareness stage of the PCM (Baker et al., 2020; Beaton et al., 2011). Considering the
aforementioned issue, the current study utilized a crowdsourcing web service, the
CloudResearch platform, to recruit NBA fans across the United States. An external link
was created in the CloudResearch platform, which directed the study participants to a
Qualtrics survey. Those who agreed to participate in the study were randomly assigned to
one of the two study conditions (i.e., high CSR and low CSR). Specifically, participants
were asked to provide one of the NBA teams, and they were instructed to read a short
hypothetical news article about the team’s community outreach program. They were then
instructed to answer several scale items followed by demographic questions. The study
design and survey materials were reviewed and approved by the Clemson University
human subjects review panel (Clemson University Institutional Review Board protocol
#2022-0030; see Appendix A).
Pilot Test
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A pilot test was conducted to confirm if the two scenarios (i.e., high CSR and low
CSR; see Appendix B) were perceived differently by the study participants. Professional
sport teams and leagues typically engage in community outreach programs to address
social issues that concern youth education, youth sport and physical activity programs,
environmental sustainability, and health awareness (Inoue et al., 2011; Walker & Kent,
2009). Thus, the two scenarios were constructed by including some of the community
outreach programs mentioned above. Specifically, the high CSR condition discussed a
sport team’s CSR engagement in contributing monetary funds and its effort to make a
difference for young athletes with a disability. On the other hand, the low CSR condition
presented a sport team’s decision to postpone its CSR act in donating funds to raise
awareness and address social issues, including education and health for young athletes
with a disability.
Each scenario was inserted in the Qualtrics survey with 60 participants randomly
assigned to one of the two conditions. After reading one of the hypothetical news articles,
participants were asked to rate their perception of the team’s philanthropic initiative on a
7-point Likert-type scale ranging from 1 (Strongly Disagree) to 7 (Strongly Agree). Five
questions (e.g., [TEAM NAME] includes charity in its activities) adapted from Lacey et
al. (2015) were asked regarding the perceived CSR construct. The internal consistency
estimate for 5-item measure was high for both the high CSR (α = .93) and low CSR (α =
.95) conditions. The five statements were averaged to get a composite measure of means
and standard deviation for each scenario. An independent samples t-test was conducted,
however, it appeared that the high CSR scenario (M = 5.62, SD = .97) and the low CSR
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scenario (M = 5.49, SD = 1.09) were not significantly different from one another [t(58) =
.47, p = .923]. Therefore, additional 30 participants were recruited to measure the revised
low CSR scenario stating that the sport team has decided not to donate monetary funds to
address social issues. The internal consistency estimate for the revised low CSR
condition was high (α = .95). Furthermore, the independent samples t-test for the
previous high CSR scenario and the revised low CSR scenario (M = 3.61, SD = 1.61)
were significantly different [t(58) = 5.85, p = .007]. Thus, the two scenarios were used in
the main study.
Main Study Participants
For the main study, 716 participants were recruited and randomly assigned to
one of the two scenario conditions. The CloudResearch platform allows excluding
participants on the basis of previous participation, which could lead to a reduction in
effect sizes (Chandler et al., 2015). As such, those who participated in the pilot test
were excluded from the main study. The response rate was 89%, where 11% of the
participants previewed the survey but did not accept to participate in the study. Of the
716 cases, 41 respondents who only completed 50% or less were omitted through a
data cleaning process (Hair et al., 2019). Additionally, 101 respondents (i.e., High
CSR: 25 and Low CSR: 76) who did not name an NBA team and/or did not answer the
attention check question correctly were removed, leading to a total of 574 cases (i.e.,
High CSR: 312 and Low CSR: 262) for analyses.
The respondents were primarily White (70.0%, n = 402), followed in order of
African American (10.6%, n = 61), Asian Origin (8.2%, n = 47), Hispanic or Latino
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Origin (6.3%, n = 36), Multiple Race (2.1%, n = 12), Indian or Arabic Origin (1.0%, n
= 6), Native American (.7%, n = 4), and Other (.7%, n = 4). There were a higher
number of Male (61.8%, n = 355) than Female (37.5%, n = 215) and those identified as
Binary (.3%, n = 2). Most of the respondents acquired a bachelor’s degree (46.5%, n =
267) and were on average 39.16 years old (SD = 12.09 years) with 22.6% (n = 130) of
them reported a yearly income at the range of $50,001 to $75,000. Finally, most of the
respondents do not have a disability (91.3%, n = 524), however, some (24.0%, n = 138)
revealed that a friend or a family member having a disability.
Measures
Perceived CSR
Perceived CSR comprised of 5-item (e.g., [TEAM NAME] includes charity in its
business activities) adapted from Lacey et al. (2015). The scale was measured on a 7point Likert-type scale ranging from 1 (Strongly Disagree) to 7 (Strongly Agree). The 5item perceived CSR scale had shown high factor loadings and composite internal
consistency in Lacey et al.’s study. As such, it was deemed appropriate for use in the
current study. Specifically, Lacey et al. tested the 5-item perceived CSR scale utilizing
different datasets collected in three different time periods (i.e., data collected in the years
2009, 2010, and 2011), examining the impact of perceived CSR on sport fans’
relationship quality with a sport team and how fans’ perceived CSR influence their
willingness to engage in positive word of mouth. All three datasets have proven
acceptable levels of factor loadings (λ = .83-.91) and Cronbach’s alpha values (α = .94-
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.95). Given these promising psychometric properties, the 5-item perceived CSR scale was
used in the current study.
Trust
Trust was measured on a 7-point Likert-type scale ranging from 1 (Strongly
Disagree) to 7 (Strongly Agree) adapted from De Wulf et al. (2001) (e.g., [TEAM NAME]
gives me a feeling of trust; 3-item). The scale has shown high internal consistency in De
Wulf et al.’s study, with Cronbach’s alpha value above .70. As such, the 3-item trust
scale was used in the current study.
CSR Participation Intention
The measurement scale for CSR participation intention comprised of 4-item (e.g.,
It is probable that I will be involved in [TEAM NAME]’s philanthropic initiative). The
items were adapted from Lee et al. (2019) and were measured on a 7-point Likert-type
scale ranging from 1 (Strongly Disagree) to 7 (Strongly Agree). The 4-item CSR
participation intention scale was deemed appropriate for use as it has proven valid in
previous studies examining consumer CSR participation intention (Hur et al., 2020; Lee
et al., 2019). Specifically, the 4-item scale has demonstrated acceptable levels of factor
loadings and internal consistency in both Hur et al. (λ = .82-.90 and α = .93) and Lee et
al.’s (λ = .83-.96 and α = .95) studies. Given these promising psychometric properties, the
4-item CSR participation intention scale was used in the current study.
Psychological Connection Level
A self-classification method was used to measure participants’ psychological
connection level to a sport team. The respondents were asked to select a category
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description that best characterized them as a sport fan of a sport team they reported.
Descriptions of each level of psychological connection to a sport team were provided for
participants to select the category that fits them best as a sport fan. The self-classification
method is a simple segmentation approach often used in leisure studies (Scott et al., 2005;
Ying et al., 2018). Based on the four levels of PCM introduced by Funk and James
(2001), each descriptive category highlighted the most salient contextual attributes
representing a particular sport fan type. For instance, the awareness category
characterized sport fans who have formed a psychological connection to a sport with the
notion of awareness, recognizing that a sport team exists. However, they have no interest
in the sport team (see Table 6).
Table 6: Article 2 Descriptive Statistics
Construct/Item
Psychological Connection Level
In which of the following categories would you classify yourself as a/an
[TEAM NAME] fan (see Appendix B for the full description of each PCM
category)?
Awareness
An individual who has formed a psychological connection to a sport with
the notion of awareness, recognizing that a sport team exists.
Attraction
An individual who has gained the knowledge of a sport team and has
formed a preference for a particular sport team over another.
Attachment
An individual who has formed a stable and enduring psychological
connection with a sport team.
Allegiance
An individual who has formed a solid psychological connection in reaching
a level to become a committed fan of a sport team.
Perceived CSR
[TEAM NAME] includes charity in its business activities.
[TEAM NAME] is involved with the local community.
Local non-profit organizations benefit from [TEAM NAME]’s
contributions.
[TEAM NAME] is committed to using a portion of its profits to help nonprofit causes and events.
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.M (SD)
-

4.73 (1.74)
4.86 (1.76)
4.72 (1.82)
4.63 (1.85)

α
-

.97

[TEAM NAME] is involved in corporate giving.
4.62 (1.75)
Trust
4.83 (1.52)
[TEAM NAME] gives me a feeling of trust.
4.86 (1.54)
I have trust in [TEAM NAME].
4.87 (1.55)
[TEAM NAME] gives me a trustworthy impression.
CSR Participation Intention
It is probable that I will be involved in [TEAM NAME]’s philanthropic
3.54 (1.66)
initiative.
My involvement in [TEAM NAME]’s philanthropic initiative is likely.
3.53 (1.71)
I am willing to get involved in [TEAM NAME]’s philanthropic initiative
3.97 (1.74)
I would consider getting involved in [TEAM NAME]’s philanthropic
4.07 (1.73)
initiative.
Note. M indicates mean; SD indicates standard deviation; α = Cronbach’s alpha

.98

.96

Data Preparation and Analyses
Before conducting the analyses, the data were examined for potential outliers
using SPSS 28 software. Specifically, multivariate outliers were screened with the use of
Mahalanobis distance and the Chi-square distribution function (p < .001). According to
Field (2013), numbers that are below p ≤ .001 are indicative of outliers. The examination
identified 23 as multivariate non-normal and were removed from further analyses. The
data were then screened for potential systematic causes of missingness using Little’s test
of MCAR (missing completely at random; p ≥ .001) (Little, 1988). The non-significant
results of Little’s test of MCAR, χ2(22) = 19.551, p = .611, indicated the data were
MCAR. Thus, the expectation maximization (EM) technique was selected to generate
missing values (Enders, 2010). Additionally, the Pearson correlations test was conducted
to test for discriminant validity of the proposed measurement model. Test for
discriminant validity is said to be met if the squared root of average variance extracted
(√AVE) scores for each construct is greater than the between-factor correlation levels
(Campbell & Fiske, 1959). As shown in Table 7, the √AVE scores demonstrated greater
values than the factor correlations, supporting evidence of discriminant validity.
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Table 7: Article 2 Bivariate Correlations Table
Perceived CSR
Trust
CSR PI
Perceived CSR
.928
Trust
.704
.715
.914
CSR PI
.402
.574
Note. All factors correlated at p < .001; diagonal entries are √AVE; off-diagonal entries are intercorrelations among the constructs; CSR PI indicates CSR participation intention

Results
Prior to the main analyses, an independent samples t-test was conducted to
confirm if the scenarios validated in the pilot test were perceived as what the messages
were to be delivered in the main study. The 5-item perceived CSR scale was used to
examine the difference in mean scores for the two experimental stimuli (high CSR
scenario and low CSR scenario). It appeared that the high CSR scenario (M = 5.91, SD =
.81) and the low CSR scenario (M = 3.35, SD = 1.42) were significantly different from
one another [t(547) = 26.30, p < .001]. As such, the two scenarios were deemed
appropriate to use for further analyses.
Prior research has found that the personal importance (Haley, 1996) or relevance
(Creyer, 1997) of the issue strengthens consumers’ evaluation of a company’s CSR.
Additionally, according to the Cone Communications CSR Study (2017), 87% of
American adults would purchase a product from a company that contributes to a cause
they care about. As such, while the two scenarios described a sport team’s decision to
make a difference for young athletes with a disability, all analyses for the main study
included two covariate variables, including participants’ disability status of the self, as
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well as other individuals that are affiliated to the participants (e.g., family members and
friends).
Hypotheses Testing
The PROCESS macro for SPSS v.4.0 Model 4 was used to test the relation
between variables and the mediation effect of trust on perceived CSR and CSR
participation intention. According to Hayes (2022), there should be a precondition of an
association between an independent variable (perceived CSR) and a dependent variable
(CSR participation intention) to conduct a mediation analysis. It should also be the case
that an independent variable (perceived CSR) causes a mediator variable (trust) and an
association between a mediator variable (trust) and a dependent variable (CSR
participation intention).
As shown in Figure 6, all the criteria suggested by Hayes (2022) for conducting a
mediation analysis were met. Specifically, the direct total effect of perceived CSR on
CSR participation intention showed a positive effect (b = .373, SE = .037, p < .001),
supporting H1. In addition, the positive relation between perceived CSR and trust was
confirmed (b = .617, SE = .027, p < .001), which supported H2. The analysis also
supported H3, indicating a positive effect of trust on CSR participation intention (b =
.607, SE = .053, p < .001). In terms of mediation findings, the direct effect of perceived
CSR on CSR participation intention in the presence of trust was found to be nonsignificant (b = -.002, SE = .047, p = .967), which is an indication of a potential complete
mediation effect. While the indirect effect of perceived CSR on CSR participation via
trust was found to be significant (b = .375, SE = .042, 95% CI: [.296, .462]), it posits that
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trust fully mediates the relation between perceived CSR and CSR participation intention.
Thus, H4 was supported (see Table 8).
Table 8: Direct, Indirect, and Total Effects of Perceived CSR on CSR Participation
Intention via Trust
Path

b

SE

t

(a) Direct effects
Perceived CSR → Trust
Trust → CSR PI

.617
.607

.027
.053

Perceived CSR → CSR PI

-.002

.047

23.187**
11.405**
-.041
(p = .967)

Bootstrap 95% CIs
Lower
Upper
.565
.503

.670
.712

-.094

.090

(b) Indirect effects
Perceived CSR → Trust → CSR PI
.375
.042
-**
.296
.462
(c) Total effects
Perceived CSR → CSR PI
.373
.037
10.141**
.301
.445
Note. b indicates unstandardized coefficients; SE indicates standard error; t indicates t-value;
Bootstrap sample size = 5,000; CI indicates confidence interval; CSR PI indicates CSR
participation intention
** p < .001

Figure 6: Article 2 Mediation Effect of Trust
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To test for the moderated mediation effect, the PROCESS macro for SPSS v.4.0
Model 7 was used to explore whether the strength of the conditional indirect effect of
perceived CSR on CSR participation intention via trust varied based on psychological
connection level. According to the findings, the bootstrap 95% CI index of moderated
mediation (see section b of Table 9) did not include zero (b = -.051, SE = .016, 95% CI:
[-.082, -.021]), indicating that the indirect effect of perceived CSR on CSR participation
intention via trust varied based on participants’ levels of psychological connection.
Additionally, the negative coefficient value of the moderated mediation index indicates
that the impact of perceived CSR on CSR participation intention via trust is weaker for
individuals in the higher stages of the PCM and stronger for those with a low
psychological connection to a sport team.
Table 9: Conditional Indirect Effects of Perceived CSR on CSR Participation Intention
via Trust by PCM Levels
(a) Interactions
Mediator

Interactions

b

SE

t

Bootstrap 95% CIs
Lower
Upper
4.956
6.171
.563
.663
.180
.339
-.129
-.040

Constant
5.563
.309
17.982**
Perceived CSR (F)
.613
.026
24.029**
Trust
Psychological Connection (W) .259
.040
6.423**
F*W
-.084
.023
-3.714**
(b) Index of moderated mediation
W
-.051
.016
-.082
-.021
Note. b indicates unstandardized coefficients; SE indicates standard error; t indicates t-value;
Bootstrap sample size = 5,000; CI indicates confidence interval; F indicates focal predictor; W
indicates moderator ** p < .001

Due to the significant result of the conditional indirect effect in the low CSR
condition, a post hoc analysis was conducted to explore the moderated mediation effect
by treating the psychological connection level construct as a categorical variable. Based
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on the pairwise contrasts between conditional indirect effects (see section b of Table 10),
the moderated mediation effects of perceived CSR on CSR participation intention via
trust significant differed across all the PCM stages except the conditional indirect effects
between the attraction group and the awareness group (b = .062, SE = .044, 95% CI: [.019, .152]), as well as the allegiance group and the attachment group (b = -.005, SE =
.055, 95% CI: [-.112, . 102]). Thus, partially supporting H5 of the study. A summary of
the results for each hypothesis is presented in Table 11.
Table 10: Conditional Indirect Effects Between Variables
(a) Interactions
Mediator Interactions

Trust

b

SE

t

Constant
Perceived CSR (F)

5.254
.674

.321
.053

Attraction vs. Awareness (W1)

.198

.121

Attachment vs. Awareness (W2)
Allegiance vs. Awareness (W3)

.616
.732

.123
.129

F x W1

.102

.073

16.347**
12.850**
1.641
(p = .101)
5.030**
5.697**
1.396
(p = .163)
-2.435*
-2.586*

Bootstrap 95% CIs
Lower
Upper
4.622
5.885
.571
.778
-.039

.434

.376
.480

.857
.985

-.042

.246

F x W2
-.177 .073
-.320
-.034
F x W3
-.185 .072
-.326
-.045
(b) Index of moderated mediation (pairwise contrast)
Attraction vs. Awareness
.062
.044
-.019
.152
Attachment vs. Awareness
-.108 .047
-.198
-.013
Allegiance vs. Awareness
-.112 .049
-.207
-.014
Attachment vs. Attraction
-.170 .050
-.272
-.074
Allegiance vs. Attraction
-.174 .053
-.283
-.076
Allegiance vs. Attachment
-.005 .055
-.112
.102
Note. b indicates unstandardized coefficients; SE indicates standard error; t indicates t-value;
Bootstrap sample size = 5,000; CI indicates confidence interval; F indicates focal predictor; W
indicates moderator * p < .05, ** p < .001

Table 11: Article 2 Hypotheses Result Summary
Code

Hypothesis Statement
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Results
(p < .05)

H1

Perceived CSR has a positive effect on CSR participation intention.

Supported

H2

Perceived CSR has a positive effect on trust.

Supported

H3

Trust has a positive effect on CSR participation intention.
Perceived CSR has an indirect effect on CSR participation
intention via trust.
The indirect effect of perceived CSR on CSR participation
intention via trust varies based on psychological connection levels;
the indirect relation will be weaker for individuals in the higher
stages of the PCM.

Supported

H4
H5

Supported
Partially
Supported

Discussion
The current study explored the relations between sport fans’ perception of their
supporting sport team’s CSR (perceived CSR), fans’ trust toward their supporting team
(trust), and fans’ willingness to participate in their supporting team’s CSR program (CSR
participation intention). Additionally, the study aimed to examine the mediating effect of
trust on perceived CSR and CSR participation and how the indirect effects differ across
sport fans with different levels of psychological connection to a sport team (PCM level).
As hypothesized in H1, there is a positive relation between perceived CSR and CSR
participation intention, which indicates that sport fans’ perception that a sport team is
socially responsible positively influence their intention to participate in the team’s CSR
program. The finding supports Hur et al.’ (2020) study examining consumers’ perceived
CSR and CSR participation intention within the context of the banking industry.
A significant positive association was also found between perceived CSR and
trust (H2). That is, sport fans’ perception that a sport team is socially responsible would
significantly strengthen their trust in the team. This is consistent with Lacey and KennettHensel’s (2010) longitudinal study examining the impact of a sport team’s CSR efforts
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on its fans’ trust in the team. Unlike the short-term investment-based sponsorship act
(Mazodier & Merunka, 2012), CSR is viewed as a long-term investment process (Barnett
& Salomon, 2012; Kao et al., 2018). Although it takes significant time for an
organization to benefit from its CSR engagement, it is worth the effort as socially
responsible teams could build trust among their consumers, allowing teams to ultimately
form a solid relationship quality with their consumers (Bhattacharya et al., 2009).
The study further provided empirical evidence of the significant positive effect of
trust on CSR participation intention (H3). That is, when sport fans build trust toward a
sport team, it is likely for them to support and/or participate in the team’s CSR program.
A similar result could be found in Ko et al.’s (2014) study examining how a collegiate
athletic program could build donors’ trust via the use of CSR, which positively impacts
donors’ intention to donate to the athletic program. Trust has been used as an antecedent
of consumer behavioral loyalty (Chaudhuri & Holbrook, 2001; Rudzewicz &
Strychalska-Rudzewicz, 2021). In other words, an organization must first and foremost
build consumer trust to gain the loyalty of consumers (Reichheld & Schefter, 2000). As
stated by Melendéz (2001), “donors do not contribute to organizations they do not trust
and about which they do not feel confident” (p. 121). As such, it should be noted that
sport organizations must build consumers' trust in any way before expecting a favorable
return from them, in this case, CSR participation intention.
In addition, trust was found to fully mediate the relation between perceived CSR
and CSR participation intention (H4). The mediating effects indicate that consumers’
trust well explains the association between perceived CSR and CSR participation
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intention toward a sport team. In other words, a sport team must be trusted and/or build
trust to a certain extent from its consumers, as generating consumer trust could increase
consumers’ likelihood to participate in the team’s CSR program. This is consistent with
Ahn and Kwon’s (2020) study examining the role of trust in explaining the relation
between hotel consumers’ perceived CSR toward a hotel’s CSR activity and their
behavioral intention to revisit the hotel. A similar result is also found in Ko et al.’s (2014)
study examining how a collegiate athletic program could build donors’ trust via the use of
CSR, leading to a positive impact on donors’ intention to donate to the athletic program.
While the current study revealed a complete mediation effect of trust, it could be
explained that sport fans tend to support and/or participate in an activity, such as a
philanthropic program offered by a team they trust. Therefore, it should be noted that
consumers’ trust generated by a sport team’s CSR initiative is an essential component
that could motivate its consumers to be actively involved in the team’s service.
In terms of the moderated mediation effects, the extent to which the strength of
the indirect effect of trust on perceived CSR and CSR participation differed across the
PCM stages (H5). This indicates that the conditional indirect effect of perceived CSR on
CSR participation intention via trust varies based on fans’ psychological connection
levels to a sport team. Specifically, in line with Nyadzayo et al. (2016), the strength of the
indirect relation diminished as individuals possess a higher level of psychological
connection to a sport team. Moreover, the statistical differences between the conditional
indirect effects were found to vary between the low PCM stages (awareness group and
attraction group) and the high PCM stages (attachment group and allegiance). This

86

implies that CSR participation intention among fans in the lower stages of the PCM is
driven by how trustworthy a sport team is in comparison to the more loyal fans. In other
words, the more loyal fans are to a sport team, they do not depend much on the
trustworthiness cue when considering their intention to participate in a sport team’s CSR
program, as they have already established trust with the team to a certain degree.
Theoretical Implications
To date, scholars have demonstrated how sport organizations can have the
potential to acquire favorable outcomes from their CSR initiatives, such as building
organization-stakeholder relationships (Hamil & Morrow, 2011), enhancing brand
attitude (Kim et al., 2015), and word-of-mouth recommendation (Chang et al., 2017)
among many others. However, sport scholars have yet to explore how a sport
organization’s CSR initiative could motivate its consumers to contribute to a corporatesupported cause (e.g., consumers’ CSR participation intention). While a similar study
was conducted by Ko et al. (2014), the authors focused on the donation intention of
donors directed toward the beneficiary return to the sport organization. The current study,
thus, adds value to the CSR and sport consumer behavior literature by looking at how
CSR could be utilized as a corporate social marketing initiative (Kotler & Lee, 2005) in
motivating sport consumers to help a cause supported by their supporting sport team.
Additionally, the present study is one of the few that examined the impact of
perceived CSR on consumers’ behavioral intention while considering the potential
differences in the result based on consumers’ levels of psychological connection to an
organization. Although similar studies do exist in the marketing and business realm (Hur
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et al., 2020; Lichtenstein et al., 2004; Romani & Grappi, 2014), the authors have used the
identification construct to describe the consumer-company psychological connection in
exploring the relation CSR has on consumer behavioral intention. Furthermore, the
current study examined a moderated mediation model by treating the psychological
connection level construct as both continuous and categorical moderator variables.
Although similar findings could be found in Nyadzayo et al.’s (2016) study, the authors
only examined the conditional indirect effect utilizing the psychological connection level
construct as a continuous moderator variable. The use of the psychological connection
level as a continuous variable could also be found in Inoue et al.’s (2017) study, where
the authors treated the construct as a second-order factor. As such, prior studies failed to
investigate the specific differences of the conditional indirect effects across PCM groups.
This study, thus, contributes to the PCM literature by further examining the differences in
strengths between the conditional indirect effects across the PCM stages.
Practical Implications
The study provides meaningful implications for practitioners working in the sport
industries. Sport spectating is one of the most participated leisure activities in the United
States. In recent years, however, the four major American sport leagues (i.e., National
Football League, National Basketball Association, National Hockey League, and Major
League Baseball) have experienced a decline in their fan attendance (Suneson, 2019).
The constant decrease in sport attendance may be due to the lack of interest from
marketers in looking closely into the demands each consumer has from their sport
participation. Unlike general businesses, sport organizations have the advantage in
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delivering CSR practices due to their close connection with a wide range of stakeholders,
such as the local communities (Babiak & Wolfe, 2009). As such, sport marketers could
design a CSR program to increase CSR engagement among their consumers, potentially
attracting and developing the relationship quality with all fan bases. Different speaking,
while strategic use of CSR practices could strengthen the competitive position of
businesses by differentiating them from their competitors (Tonello, 2011), sport teams
could take a strategic approach to interact with their consumers by developing a
community via their CSR practices.
Regardless of sport fans’ psychological connection to a sport team, the current
study found that fans’ perception that a sport team is socially responsible was found to
strengthen their trust in the team. The fundamental role of a sport team is to build and
maintain a good relationship with its fans (Kim & Trail, 2011). More importantly,
developing trust among consumers is said to positively impact a business's financial
status, as it would cost anywhere from five to 25 times more expensive to attract a new
consumer than to put effort into keeping an existing consumer (Gallo, 2014). In other
words, the longer a sport team retains its consumers, the more profits the team would
generate in the long term. While securing a large pool of loyal fans is the ultimate goal
for any sport teams (James et al., 2002), sport marketers should consider using CSR to
build consumer trust. Over the long run, the CSR engagement would help create a solid
relationship quality with all fan bases (Bhattacharya et al., 2009).
Lastly, sport teams should also thrive on creating an environment that could
increase consumer participation to where consumers co-create a service. Businesses that
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co-create a service with consumers create a competitive advantage and profitability for an
organization (Hur et al., 2020). Sport organizations should, therefore, not only engage in
CSR for their benefit but also strategically use their CSR for mutual benefit with their
consumers. While the current study did not examine the impact of CSR participation
intention on consumer behavioral loyalty toward the sport team, Cha et al. (2016)
revealed the positive relation that consumer participation in CSR activities could foster
consumer loyalty to a brand. Furthermore, according to Du et al.’s (2011) qualitative
findings, consumers’ participation in a firm’s CSR initiative was associated with greater
affective trust in the firm. Therefore, sports teams should encourage consumer
participation by involving fans to co-create in CSR initiative development.
Limitations and Directions to Future Research
The study has several limitations that could be further examined in future
research. While the current study is one of the few that examined the relation between
perceived CSR and consumers’ CSR participation intention toward a sport team’s CSR
program, it is suggested that future scholars investigate how consumers’ perceived CSR
would lead them to engage in an actual CSR initiative. Although research examining the
relation between CSR and consumers’ behavioral loyalty has revealed a weak relation
(Ailawadi et al., 2014; Inoue et al., 2017), it is worth looking at the consequences of
increased CSR participation intention, such as consumers’ actual participation in the CSR
program. Furthermore, while sport consumers are categorized in one of the four stages of
the PCM, it is worth looking at one specific group at a time, especially fans in one of the
low PCM stages. More specifically, as fans within each of the PCM significantly differ
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from one another (Funk & James, 2001), it is likely that the perception toward a sport
team or the perception toward a sport team’s CSR would not be the same, leading to a
significantly different study finding. Thus, it would be interesting to conduct a study
focusing on fans with a low psychological connection to a sport team.
Although the current study emphasized consumer trust as a primary mediation
variable, the perceived CSR and consumer behavioral intention association is also
determined by other reasons. Oftentimes, the consumer-company relationship evolves
over time, as customers start to get similar and rely on the brand and its products.
However, there should always be a beneficiary return to sustain a long-term relationship
between both the consumers and the firms (Henning-Thurau et al., 2002). As stated by
Albrecht (1992), “the only thing that matters in the new world of quality is delivering
customer value” (p. 7). In other words, consumers are value-driven and support firms that
align with their values (Torossian, 2021). While perceived value has been an area of
interest within marketing research, very few studies have explored the influence of CSR
on value creation (Alrubaiee et al., 2017; Peloza & Shang, 2011; Servera-Francés &
Piqueras-Tomás, 2019). Thus, future scholars should examine the rationale for CSR
participation intention other than trust, such as consumers’ perceived value.
Lastly, the current study focused on a sport team’s CSR and how it helps build
consumer trust, leading to positive behavioral intention among fans. However, sport
organizations cannot expect beneficiary returns by merely engaging in CSR practices.
Businesses may not produce desired effects or experience losses from a poorly executed
CSR initiative (Du et al., 2010). Unlike the initial moral aspect of firms’ CSR initiatives,
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many organizations are including the strategic element of CSR in their practice (VidaverCohen & Simcic Brønn, 2008), as it helps a company to “generate reputational gains that
improve a company’s ability to attract resources, enhance its performance and build
competitive advantage” (Fombrun, Gardberg, & Barnett, 2000, p. 85). Strategic CSR may
bring a financial return to a company; however, the behavior could also be
counterproductive, as it tends to build skepticism and negative impression from
stakeholders due to the hidden motives behind the CSR act (Dean, 2003; Du et al., 2010).
Therefore, future studies should consider exploring consumers' perceived CSR
authenticity and how it may impact their behavioral intention.
Conclusion
In today’s society, consumers increasingly demand trustworthy businesses. While
it takes ample time for businesses to build consumer trust, CSR investment is efficient
and has been utilized to build trust among various stakeholders. Generating consumer
trust is fundamental as it is a crucial factor in building long-term relationships with
consumers. Thus, sport organizations should focus on their CSR engagement, as it could
build a long-lasting, trustworthy relationship with the consumers. Furthermore, just like
how organizations engage in socially responsible initiatives, consumers, on the other
hand, are also a great human resource that could contribute to these activities by actively
participating in a corporate-supported CSR initiative. Consequently, sport teams should
successfully communicate their CSR to increase consumer awareness in order to
encourage consumers to participate in their CSR program, ultimately to better serve a
social cause.
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CHAPTER FIVE
ARTICLE 3: THE INFLUENCE OF PERCEIVED CORPORATE SOCIAL
RESPONSIBILITY (CSR) AUTHENTICITY ON FAN’S TRUST IN A TEAM AND
CSR PARTICIPATION INTENTION: A MODERATED MEDIATION MODEL
Introduction
CSR has become a common business practice due to the increased public
expectations that corporations should act responsibly for society’s well-being (Coombs &
Holladay, 2015; Skarmeas & Leonidou, 2013). In academia, scholars have aimed to
define the term CSR and answer the question of what constitutes socially responsible
behaviors from firms (Djaballah et al., 2017; Khan et al., 2012; Sheehy, 2015).
Additionally, previous studies have emphasized the benefits companies could obtain from
their CSR engagements, such as building consumer trust (Ahn & Kwon, 2020; Ko et al.,
2014) and consumer loyalty (Ahn et al., 2020; Behnam et al., 2020a). However,
consumers’ evaluations of CSR initiatives are not always positive, as consumers often
question the firms’ sincerity toward their CSR acts (Mazutis & Slawinski, 2015).
Companies get involved in CSR initiatives assuming that these social
engagements will provide beneficiary returns, such as creating values for stakeholders
and increasing consumer-company relationship quality (Servera-Francés & PiquerasTomás, 2019). However, these positive outcomes depend on how consumers perceive the
CSR acts due to the different motivations behind companies’ CSR initiatives. Unlike the
initial moral aspect of firms’ social responsibilities, some organizations tend to include
the strategic element into their CSR practices (Vidaver-Cohen & Simcic Brønn, 2008), as
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it helps a company to “generate reputational gains that improve a company’s ability to
attract resources, enhance its performance and build competitive advantage” (Fombrun et
al., 2000, p. 85). Notwithstanding, firms’ strategic CSR may generate consumer
skepticism toward the companies, as consumers perceive the insincerity about the social
involvement due to firms’ tendency to use CSR as a social marketing tool to enhance
their brand image (Arli et al., 2019). CSR practices that are perceived as inauthentic
could build skepticism and create negative impressions from consumers (Dean, 2003; Du
et al., 2010) and, as a result, negatively impact a firm’s brand image and reputation
(Dalal, 2020). Due to the heightened levels of consumer skepticism and the greater
demand from consumers for organizations to be transparent and open to the public
(Molleda, 2010), it is fundamental to present authentic CSR programs that align well with
the core mission, vision, and values of a company (Mazutis & Slawinski, 2015).
Authenticity is a subjective perception and/or evaluation of an object or a brand
among consumers (Bruhn et al., 2012; Napoli et al., 2014). CSR authenticity refers to
“the perception of a company’s CSR actions as genuine and true expression of the
company’s beliefs and behavior toward a society that extends beyond legal requirements”
(Alhouti et al., 2016, p. 1243). Although CSR authenticity is currently one of the trending
topics within CSR research, there remains a significant lack of empirical research to
examine how CSR authenticity impacts consumer responses (Fatma & Khan, 2020),
especially in the context of sport. Consequently, it is important to explore consumers’
perceived CSR authenticity, as consumers’ perception of a company’s CSR motives can
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either award or put the company at risk. The current study, thus, aims to highlight the
vital role authenticity plays within a sport organization’s CSR initiative.
This study is supported by the seminal work of Goldstein and Cialdini’s (2007)
vicarious self-perception framework, which posits that an individual would likely follow
the observed behavioral acts performed by one’s psychologically close other, but only if
those acts are perceived as intrinsically motivated, or genuine. In contrast to the wellknown self-perception theory introduced by Daryl J. Bem in psychology (for a review,
see Bem, 1967, 1972), vicarious self-perception theory has rarely been studied and/or
used in academic research. Given the psychological connection sport fans have with a
sport team (James et al., 2002), there is a potential that the vicarious self-perception
phenomenon could contribute to sport consumer behavior research. While the vicarious
self-perception framework has been primarily used in person-to-person contexts
(Goldstein & Cialdini, 2007), it is believed it could also apply to business-to-person
settings such as a professional sport team and its sport fans. Consequently, this study
aims to utilize the vicarious self-perception framework as a conceptual foundation to
examine the following research questions.
1. Does sport fans’ perceived genuineness toward a sport team’s philanthropic
initiative impact their willingness to participate in the team’s philanthropic
program?
2. Does sport fans’ trust mediate the relation between perceived CSR
authenticity and CSR participation intention?
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3. Does sport fans’ psychological connection level toward a sport team moderate
the mediated relation between perceived CSR authenticity and CSR
participation intention via trust?
Corporate Social Responsibility Authenticity in Sport
Authenticity is derived from the Latin, authenticus, and the Greek, authentikos,
which represents genuineness and sincerity (Cappannelli & Cappannelli, 2004).
Authenticity is central to marketing; however, many businesses tend to ignore this
phenomenon, which, as a result, creates mistrust and skepticism among their stakeholders
(Wagner et al., 2009). The term authenticity has been used extensively in philosophy and
psychology literature (Guignon, 2008; Morhart et al., 2015; Wood et al., 2008). More
recently, it has been studied in the fields of marketing (Alexander, 2009; Moulard et al.,
2015; Moulard et al., 2021). Due to the widespread use of the term in different
disciplines, researchers have been struggling to conceptualize an agreed-upon definition
of authenticity. However, what remained constant across the literature is the idea of being
genuine, real, and true to fulfill what is to be authentic (Beverland & Farrelly, 2010).
Recently, authenticity is used as a key construct in examining stakeholders’
evaluation toward firms’ CSR initiatives (Cho et al., 2020; Mombeuil & Zhang, 2020).
Within the CSR domain, authenticity is defined as “the perception of a company’s CSR
actions as genuine and true expression of the company’s beliefs and behavior toward a
society that extends beyond legal requirements” (Alhouti et al., 2016, p. 1243). In sport,
most organizations have incorporated CSR in their business model to be good sport
entities that commit to addressing important social issues in their respective communities
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(Falt, 2006). For instance, professional sport major leagues in North America have
increasingly emphasized CSR as a significant part of the business model (Babiak &
Wolfe, 2009). Furthermore, a growing number of professional sport teams in Europe are
also feeling the pressure to engage in CSR activities, as these could help maintain the
relationships with their stakeholders and their communities, altogether, creating an image
of brand authenticity (Hamil & Morrow 2011). However, these sport organizations do not
have the same goals in their CSR initiatives. One might sincerely engage in the CSR act
to benefit others. In contrast, the other might solely aim for its benefits, as CSR can be
used as a strategic business tool in gaining a competitive advantage by differentiating
from others (Porter & Kramer, 2006). Alternatively, some organizations may engage in
CSR activities with the combination of benefiting themselves and others. Below are some
examples of CSR initiatives of the four major league sports in the United States.
i.

National Hockey League (NHL). Coupled with its NHL teams, the NHL has
been involved in various community outreach programs (i.e., Hockey Fights
Cancer and Hockey is for Everyone). Hockey Fights Cancer aims to raise
awareness for support and help fund organizations involved in cancer care, while
Hockey is for Everyone aims to use the sport of hockey to bring positive social
change and foster inclusive communities.

ii.

Major League Baseball (MLB). The MLB’s CSR focuses on education, youth
sport development, health-related initiatives, diversity, and many more. They
have supported the Boys and Girls Clubs of America, which offers after-school
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programs for youth, and other non-profit organizations such as Little League
Baseball and the Jackie Robinson Foundation.
iii.

National Basketball Association (NBA). The NBA, coupled with its teams and
players, has been involved in NBA Cares program where they donate funds to
charities and directly volunteer to address social issues by putting million hours of
services to the community.

iv.

National Football League (NFL). The NFL has its charity, the NFL Foundation.
The non-profit foundation supports $10 million each year to organizations such as
Boys and Girls Clubs of America and the American Heart Association.
According to the above information, all four sports have similar aims in solving

community issues, health-related activities, education, and youth development in their
CSR initiatives. This is similar to Sheth and Babiak’s (2010) study indicating that sport
organizations prioritize philanthropic activities by donating funds or providing in-kind
assistance to non-profit organizations, health and educational, and youth programs as
their key CSR initiatives. The authors further revealed the other dimensions of CSR
engaged by sport organizations, such as local community-focused CSR acts, strategic use
of CSR to benefit both givers and receivers, and being responsible to benefit the
stakeholder groups (i.e., employees, the athletes, fans, corporate sponsors, etc.). Based on
Sheth and Babiak’s findings, sport organizations have altruistic and strategic motives
within their CSR practices. The combination of the two CSR approaches is not said to be
a bad thing. However, if one’s CSR act is driven more towards its benefits (e.g.,
implementing CSR as a defensive strategy to wash out one’s negative publicity), it would
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lead consumers to gain skepticism and, as a result, perceive negatively toward the
providers, such as a decrease in trust due to the image of inauthenticity they have
produced (Walker et al., 2017).
Vicarious Self-Perception Framework
The vicarious self-perception framework suggests that an individual appraises a
behavior performed by a psychologically close other and considers the observed behavior
as if he/she has conducted the act (Goldstein & Cialdini, 2007). Furthermore, the
observation and appraisal of psychologically merged others would change an individual's
self-perception and lead him/her to behave the same way others have performed in the
long term. For instance, in a business-to-person context, if a professional sport team
engages in a community outreach program, its fans will consider the team’s act as if they
have contributed to the program, leading them to participate in the community outreach
program in the future. However, several procedures must be met for the vicarious selfperception to occur. The process of vicarious self-perception is theorized and illustrated
in Figure 7 below.
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Figure 7: Goldstein and Cialdini’s (2007) Model of Vicarious Self-perception Processes
i.

Step 1: The first step of the model determines an observer's perception of an
individual's behavior in one of the two circumstances (i.e., internal attribution or
external attribution). Internal attribution is perceived when the observer assumes
the behavior is caused by the individual’s internal attitudes and dispositions, while
external attribution assumes the behavior as being environmentally driven, in
other words, caused by external pressure (Kelly, 1973). However, Schlegel and
Hicks (2011) argued that it is impossible to point out one’s attributes since it is
unobservable to others. Moulard et al. (2015) counter-argued Schlegel and Hicks's
comment based on the idea of attribution theory that it is possible to perceive the
authenticity of another individual by assessing and making judgments about
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others’ behavior. More specifically, attribution theory proposes that an individual
will judge others’ behavior under three conditions: i) if the behavior is unique to
that person, ii) if the behavior is consistent across different situations, and iii) if
the behavior is consistent across different stimuli or entities. Thus, as mentioned
by Moulard et al., it is possible to observe the authenticity of others based on their
behavior.
ii.

Step 2: The second step details how vicarious self-perception occurs due to the
observer’s perceived experience during the first step of the model. This step
further indicates that vicarious self-perception is likely only if the observer has a
shared or merged identity with the individual. Specifically, suppose the observer
perceives the behavior engaged by an individual as internally attributed. In that
case, the observer’s change in self-perception relevant to the act is likely only
when he/she has a shared or merged identity with that individual. However,
change in self-perception is unlikely or less likely to happen if the observer does
not have a shared or merged identity with the individual. In the case of external
attribution, there will be no changes in self-perception regardless of having or not
having a shared or merged identity with the individual.

iii.

Stage 3: The last step illustrates that a behavior change will likely happen for the
observer whose self-perception has changed during the second step of the model.
In most instances, the observer would behave in a way in line with the close other.
Similar to the vicarious self-perception framework, where an observer would

perceive others’ behaviors as either internally or externally attributed, stakeholders
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respond to CSR based on the two types of motives (i.e., intrinsic and extrinsic) they feel
about a company’s rationale in socially responsible engagement (Romani et al., 2016).
Stronger attributions of intrinsic motives lead consumers to react positively toward the
company, while perceptions of predominantly extrinsic motives lead to negative
attitudinal and behavioral responses (Romani et al., 2016). However, Sen et al. (2006)
asserted that stakeholders are often tolerant of extrinsic motives as long as CSR
initiatives are attributed to intrinsic motives as well.
Conceptual Framework and Hypotheses
The current study proposes and tests a conceptual model investigating the
relations between perceived CSR authenticity, trust, and CSR participation intention.
Specifically, the study examines how the perception of CSR authenticity among sport
fans toward a professional sport team’s CSR may impact fans’ trust in the team, leading
to fans’ willingness to participate in the team’s CSR program. Additionally, this study
further explores how fans’ psychological connection level to a sport team moderates the
indirect effect of trust on perceived CSR authenticity and CSR participation intention (see
Figure 8). Empirical studies supporting the hypotheses development are discussed below.
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Figure 8: Article 3 Conceptual Model
Perceived CSR Authenticity and CSR Participation Intention
There is a growing demand for organizations to engage in authentic CSR
initiatives from their consumers (Molleda, 2010). Perceived CSR authenticity is a crucial
predictor of consumers’ behavioral outcomes toward a firm, as inauthentic CSR
engagement of a company would result in a loss to the company (McShane &
Cunningham, 2012), such as corporate reputation (Skilton & Purdy, 2017). Although
authenticity plays a vital role in consumers’ evaluation of a firm’s CSR activities, there is
a significant dearth of research examining how CSR authenticity influences consumers’
behavioral intention. According to Davis and Warshaw (1992), behavioral intention
refers to “the degree to which a person has formulated conscious plans to perform or not
to perform a behavior” (2012, p. 392). Accordingly, the current study defines CSR
participation intention as the degree to which a sport fan has formulated conscious plans
to participate in a sport team's CSR program.
Research examining the authenticity construct is well discussed in the context of
brand authenticity. For instance, Ahn and Soeiro (2021), in the context of hospitality and
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tourism, found that when consumers perceive a hotel brand to be honest and genuine in
its business, it increases consumers’ likelihood to revisit the hotel and word-of-mouth
recommendation. Wut and Ng (2022) are among the few who examined the perceived
CSR authenticity and behavioral intention association. More specifically, the authors
revealed that employees’ perceived CSR authenticity toward their companies is positively
related to their intention to engage in pro-environmental behavior. In other words,
individuals’ perception of CSR authenticity is critical in explaining their behavioral
intention. Based on these arguments and considering previous findings, the following
hypothesis is proposed:
Hypothesis 1 (H1): Perceived CSR authenticity has a positive effect on CSR
participation intention (p < .05).
Perceived CSR Authenticity and Trust
Consumers trust companies that actively engage in CSR initiatives (Ko et al.,
2014; Lacey et al., 2010). However, businesses face a significant challenge due to
customers’ increased skepticism of the corporate motivations and ethics behind CSR
practices (Nyilasy et al., 2014). Specifically, corporate CSR programs are often
considered less credible than social marketing programs led by government agencies or
non-profits, as consumers are more likely to be skeptical about companies’ motives for
CSR programs (Bloom et al., 1997). As such, while CSR is one-way organizations could
build trust with stakeholders (Bhattacharya et al., 2009), businesses could lose trust if
their CSR engagements are perceived as insincere. In contrast, when consumers have
traditionally been skeptical, perceived authenticity helps eliminate such skepticism and
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foster close relationships between consumers and companies (Song, 2021). Skepticism is
found to have a detrimental impact on consumers’ attitudes and behaviors, such as
forestalling purchase intention, negative word-of-mouth, and decreasing resilience to
negative information (Leonidou & Skarmeas, 2017; Skarmeas & Leonidou, 2013).
Additionally, while skepticism is regarded as consumers’ tendency toward disbelieving a
particular subject (Obermiller & Spangenberg, 1998), it is a deterrent to the success of an
organization’s CSR (Beldad et al., 2020). Consequently, firms should be intrinsically
motivated to deliver their social initiatives, as inauthentic CSR practices could potentially
build skepticism from stakeholders (Dean, 2003; Du et al., 2010) and, ultimately, create
negativity on companies’ brand image and reputation (Dalal, 2020).
In the context of brand authenticity, previous findings have revealed the positive
relation that perceived brand authenticity enhances consumer brand trust (Eggers et al.,
2013; Hernandez-Fernandez & Lewis, 2019; Lee & Chung, 2019; Pratomo & Magetsari,
2020). Hernandez-Fernandez & Lewis (2019), investigating craft beer consumers, found
that a brand perceived as authentic generated more consumer trust. Within sport, Pratomo
and Magetsari (2020) explored how sport consumers’ perceived brand authenticity
predicts their trust in the brand. Specifically, the authors found that when sport
consumers perceive that a brand is authentic about its product (i.e., Adidas having a
strong commitment to its product quality), consumers build trust in the brand. Based on
these arguments and considering previous findings, the following hypothesis is proposed:
Hypothesis 2 (H2): Perceived CSR authenticity has a positive effect on trust (p < .05).
Trust and CSR Participation Intention
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Despite research examining the association between consumer trust and their
willingness to participate in a firm’s CSR is limited, studies have well supported the
positive impact consumer trust would provide on consumer loyalty toward a brand
(Chaudhuri & Holbrook, 2001; Lie et al., 2019; Rudzewicz & Strychalska-Rudzewicz,
2021; Tsiotsou, 2013). Likewise, Leonidou et al. (2013) discussed how decreasing
consumer trust negatively affects consumer loyalty. Additionally, prior studies have
argued that trust enhances consumers’ behavioral intentions (Ko et al., 2014; Lacey &
Kennett-Hensel, 2010). For instance, Lacey and Kennett-Hensel (2010), in their
longitudinal study, examined how a sport team’s CSR efforts can generate fans’ trust in
the team leading to favorable word-of-mouth from its fans. Similarly, Ko et al. (2014)
investigated the trust and behavioral intention association and revealed that when donors
build trust in a collegiate athletic program, it creates their willingness to donate to the
athletic program. Based on these arguments and considering previous findings, the
following hypothesis is proposed:
Hypothesis 3 (H3): Trust has a positive effect on CSR participation intention (p < .05).
The Mediating Effect of Trust
The indirect effect of trust between perceived CSR and behavioral intention, such
as word-of-mouth recommendation and donation intention, is well-documented in CSR
literature (Ko et al., 2014; Lacey & Kennett-Hensel, 2010). However, unlike perceived
CSR, the authenticity construct is a relatively new area of interest among scholars,
especially within the context of sport. Although supporting a social initiative may seem to
be a public-serving action, consumers’ perception of the underlying motivations for the
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act may drive their evaluations of the firm and impact beliefs, attitudes, and intentions
(Becker-Olsen et al., 2006). As stated by Iglesias et al. (2020), companies must be
genuine about their socially responsible acts, as consumer trustworthiness towards a
company plays a significant role in the relationship between CSR and customer loyalty.
Based on these arguments, the following hypothesis is proposed:
Hypothesis 4 (H4): Perceived CSR authenticity has an indirect effect on CSR
participation intention through trust (p < .05).
The Moderated Mediation Effect of Psychological Connection Level
Funk and James (2001) introduced the psychological continuum model (PCM), a
theoretical framework that aims to categorize sport fans based on their psychological
connection levels to a sport entity. The PCM comprises four stages (i.e., awareness,
attraction, attachment, and allegiance), with fans in the allegiance stage showing the
strongest psychological connection to a sport entity and fans in the awareness stage being
the weakest. The model posits that fans would progress from the awareness stage to the
allegiance stage or even move downward based on the psychological connection each
acquires toward a sport entity. Additionally, prior studies have revealed that consumers’
behavior, such as sport consumption, may vary based on the psychological connection
each has to a sport entity (Doyle et al., 2013; Inoue et al., 2017).
Studies have examined consumer-company connections within CSR research
utilizing the identification construct and how consumer identification leads to consumer
loyalty outcomes (Lichtenstein et al., 2004; Romani & Grappi, 2014). For instance,
Romani and Grappi (2014) investigated the effects of CSR initiatives on consumers’
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prosocial behavioral intention and their actual behavior (i.e., donating money and
volunteering time) toward social causes closely related to a company’s CSR domain. The
authors found that consumers who strongly identify with the firm were more likely to
donate and volunteer for social causes. The authors also found a direct effect of
consumer-company identification on consumers’ actual volunteering behavior but not on
their actual donating behavior.
In the context of sport consumer behavior literature, Nyadzayo et al. (2016)
explored how psychological connection levels among sport fans would moderate the
indirect effect of perceived CSR on consumer loyalty via relationship quality. The
authors argued that the conditional indirect effect showed a greater strength among fans
with a lower psychological connection to a sport team. In other words, the strength of the
indirect relation diminished as fans possess a higher psychological connection to a sport
team due to their prior solid establishment of relationship quality with the team. Based on
these arguments and considering previous findings, the following hypothesis is proposed:
Hypothesis 5 (H5): The indirect effect of perceived CSR authenticity on CSR
participation intention via trust varies based on sport fans’ psychological connection
levels with a sport team; the indirect relation will be weaker for individuals in higher
stages of the PCM (p < .05).
Method
Procedures
The hypotheses were tested using a scenario-based experimental design, as it has
the advantage of increasing realism in the study (Hair et al., 2019). A scenario-based
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experimental design has been widely used in prior CSR research (Kim et al., 2019; Lii &
Lee, 2012; Skarmeas & Leonidou, 2013). While the current study examines sport
consumers’ perceived CSR authenticity on their CSR participation intention among fans
with varying psychological connections to a sport team, it is crucial to collect data that
could represent all four fan types within the PCM. Thus, the data were collected utilizing
an online survey-embedded experiment via a third-party company, the CloudResearch
platform. CloudResearch is a crowdsourcing web service that allows researchers to
efficiently collect data at a low cost. The use of CloudResearch has increased in recent
years among social scientists. It is a highly reliable platform for quality data from diverse
respondents that could represent the general population in the United States (Paolacci et
al., 2010).
Through CloudResearch, participants who are current fans of the National
Basketball Association (NBA), a professional men’s basketball league in the United
States, were recruited. While it took participants an average time of seven minutes to
complete the survey, they were compensated $0.70 for their responses. Specifically,
participants were randomly assigned to one of the two conditions (i.e., high CSR
authenticity condition and low CSR authenticity condition). Prior to the scale items page
of the online survey, participants were asked to imagine their favorite NBA team. They
were then instructed to read a hypothetical news article about their favorite NBA team.
Generally, professional sport teams and leagues engage in philanthropic initiatives that
align with their area of interest, such as addressing social issues related to youth sport and
physical activities (Sheth & Babiak, 2010). Other factors include youth education, health
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awareness, and environmental sustainability (Inoue et al., 2011; Walker & Kent, 2009).
Accordingly, the experimental stimuli were constructed based on several key issues
aforementioned. More specifically, the high CSR authenticity condition discussed a sport
team’s contribution by providing monetary funds to address education and health for
young athletes with a disability. In contrast, the low CSR authenticity condition presented
the same scenario, with the inclusion of highlighting the main reason for the team’s CSR
engagement, which is for tax advantage purposes and to overcome negative publicity.
The study design and survey materials were reviewed and approved by the Clemson
University human subjects review panel (Clemson University Institutional Review Board
protocol #2022-0030; see Appendix A).
Pilot Test
Before conducting the main study, a pilot test was performed to verify the
differences in perceived CSR authenticity between the experimental stimuli (i.e., high
CSR authenticity scenario and low CSR authenticity scenario; see Appendix C). A total
of 59 participants were randomly assigned to each condition. They were directed to read
one of the two scenarios and were asked to rate the 8-item perceived CSR authenticity
scale (e.g., [Sport Team]’s CSR actions are genuine) adapted from Alhouti et al. (2016)
on a 7-point Likert-type scale ranging from 1 (Strongly Disagree) to 7 (Strongly Agree).
The reliability estimate for the 8-item scale was high for both the high CSR authenticity
(α = .89) and low CSR authenticity (α = .96) conditions. Additionally, an independent
samples t-test was conducted to examine the difference in participants’ perceived CSR
authenticity across the two conditions. It appeared that the high CSR authenticity
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condition (M = 5.61, SD = .81) and the low CSR authenticity condition (M = 4.57, SD =
1.35) were significantly different [t(57) = 3.57, p < .001] from one another. As such, the
two scenarios were deemed appropriate for the main study.
Main Study Participants
Utilizing the two scenarios validated in the pilot test, 788 participants were
recruited and randomly assigned to one of the two experimental stimuli for the main
study. One of the advantages of using the CloudResearch platform is that it allows
accounting for deduction in effect sizes by excluding any participants that have already
taken part in the study (Chandler et al., 2015). Thus, participants who took part in the
pilot test were set as an exclusion criterion for recruitment in the main study. The
response rate was high (89.17%), with the other 10.83% previewing the survey but did
not accept to participate in the study. Among the 788 total samples, 65 respondents
who only completed 50% or less were removed for analyses (Hair et al., 2019).
Additionally, 87 respondents (i.e., High CSR: 13 and Low CSR: 74) who failed to
name an NBA team and/or answered the attention check question correctly were
omitted, resulting in a total of 636 cases (i.e., High CSR: 278 and Low CSR: 358) for
analyses.
In terms of participants’ demographics, more than half of the respondents were
White (67.9%, n = 432), followed in order of African American (12.1%, n = 77), Asian
Origin (6.6%, n = 42) and Hispanic or Latino Origin (6.6%, n = 42), Multiple Race
(3.5%, n = 22), Indian or Arabic Origin (1.6%, n = 10) and Other (1.6%, n = 10), and
Native American (.2%, n = 1). Gender ratio was slightly higher for Male (55.5%, n =
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353) than Female (43.9%, n = 279) with .6% (n = 4) identified as Binary. Most of the
respondents acquired a bachelor’s degree (36.6%, n = 233) and were on average 39.04
years old (SD = 12.25 years) with 21.2% (n = 135) of them reported a yearly income at
the range of $50,001 to $75,000. Finally, most of the respondents do not have a
disability (88.7%, n = 564), however, some (30.2%, n = 192) revealed that a friend or a
family member having a disability.
Measures
Perceived CSR Authenticity
The measurement scale for perceived CSR authenticity comprised of 8-items
(e.g., [TEAM NAME]’s philanthropic initiative is genuine) adapted from Alhouti et al.
(2016) and was measured on a 7-point Likert-type scale ranging from 1 (Strongly
Disagree) to 7 (Strongly Agree). The 8-item perceived CSR authenticity scale had shown
acceptable levels of factor loadings (λ = .83-.92) and internal consistency (α = .96) in
Alhouti et al.’s study. Given these promising psychometric properties, the 8-item
perceived CSR authenticity scale was used in the current study. Furthermore, according
to Walker et al. (2017), CSR authenticity could only be assessed through third-party
evaluations. Thus, the examination of perceived CSR authenticity is deemed appropriate
as the respondents were fans of a sport team.
Trust
The measurement scale for trust comprised of 3-items (e.g., [TEAM NAME] gives
me a feeling of trust) adapted from De Wulf et al. (2001) measured on a 7-point Likerttype scale ranging from 1 (Strongly Disagree) to 7 (Strongly Agree). The 3-item scale has
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shown a high Cronbach’s alpha value of above .70 in De Wulf et al.’s study; thus, was
used in the current study.
CSR Participation Intention
CSR participation intention was assessed adapted from the measure of Lee et al.
(2019) due to their evidence of psychometric validation through confirmatory factor
analysis (λ = .83-.96) and internal consistency estimate (α = .95). The measurement items
were measured using a 4-item (e.g., It is probable that I will be involved in [TEAM
NAME]’s philanthropic initiative) on a 7-point Likert-type scale ranging from 1
(Strongly Disagree) to 7 (Strongly Agree). The scale has also demonstrated high factor
loadings (λ = .82-.90) and internal consistency (α = .93) in Hur et al.’s (2020) study of
consumer CSR participation intention. As such, the 4-item CSR participation intention
scale was deemed appropriate to use in the current study.
Psychological Connection Level
Participants’ psychological connection to a sport team was measured using a selfclassification method. Among the four categories described in Funk and James’s (2001)
PCM, participants were asked to select a category that best fit them as sport fan of a sport
team. For instance, the awareness category characterized sport fans who have formed a
psychological connection to a sport with the notion of awareness, recognizing that a sport
team exists; however, they have no interest in the sport team (see Table 12). The selfclassification method has often been used in leisure studies (Scott et al., 2005; Ying et al.,
2018); thus, it was deemed appropriate to use in the current study.
Table 12: Article 3 Descriptive Statistics
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.M (SD)
Construct/Item
Psychological Connection Level
In which of the following categories would you classify yourself as a/an
[TEAM NAME] fan (see Appendix C for the full description of each PCM
category)?
Awareness
An individual who has formed a psychological connection to a sport with
the notion of awareness, recognizing that a sport team exists.
Attraction
An individual who has gained the knowledge of a sport team and has
formed a preference for a particular sport team over another.
Attachment
An individual who has formed a stable and enduring psychological
connection with a sport team.
Allegiance
An individual who has formed a solid psychological connection in reaching
a level to become a committed fan of a sport team.
Perceived CSR Authenticity
[TEAM NAME]’s philanthropic initiative is genuine.
4.35 (1.71)
[TEAM NAME] is being true to itself with its philanthropic initiative.
4.44 (1.65)
4.63 (1.62)
[TEAM NAME] is concerned about improving the well-being of society.
4.68 (1.45)
[TEAM NAME] is a socially responsible team.
[TEAM NAME]’s philanthropic initiative is in accordance with the team’s 4.71 (1.46)
values and beliefs.
[TEAM NAME] is standing up for what it believes in.
4.58 (1.56)
The philanthropic initiative preserves what [TEAM NAME] means to me.
4.35 (1.61)
The philanthropic initiative captures what makes [TEAM NAME] unique to 4.12 (1.67)
me.
Trust
4.55 (1.58)
[TEAM NAME] gives me a feeling of trust.
4.58 (1.61)
I have trust in [TEAM NAME].
4.63 (1.60)
[TEAM NAME] gives me a trustworthy impression.
CSR Participation Intention
It is probable that I will be involved in [TEAM NAME]’s philanthropic
3.38 (1.65)
initiative.
My involvement in [TEAM NAME]’s philanthropic initiative is likely.
3.39 (1.71)
I am willing to get involved in [TEAM NAME]’s philanthropic initiative
3.72 (1.75)
I would consider getting involved in [TEAM NAME]’s philanthropic
3.92 (1.79)
initiative.
Note. M indicates mean; SD indicates standard deviation; α = Cronbach’s alpha

α
-

.95

.97

.95

Data Preparation and Analyses
The data were screened for multivariate outliers before the main analyses using
the Mahalanobis distance and the Chi-square distribution function (p < .001) in the SPSS
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28 software. As stated by Field (2013), numbers that are below p ≤ .001 are indicative of
outliers. Accordingly, 29 cases were identified as multivariate non-normal and were
filtered out from further analyses. The data were then screened for potential systematic
causes of missingness using Little’s test of MCAR (missing completely at random; p ≥
.001) (Little, 1988). The non-significant result of Little’s test of MCAR, χ2(83) = 84.630,
p = .430, indicating that the data were MCAR. Thus, an expectation maximization (EM)
technique was used to impute missing values (Enders, 2010). In addition to accounting
for missing values, the Pearson correlations test was conducted to test for discriminant
validity of the proposed measurement model. Test for discriminant validity is said to be
met if the squared root of average variance extracted (√AVE) scores for each construct is
greater than the between-factor correlation levels (Campbell & Fiske, 1959). As shown in
Table 13, one of the √AVE scores was below a correlation value, which could cause a
potential multicollinearity issue. Thus, three items (item 1 = .850, Item 7 = .782, and Item
8 = .738) with the lowest factor loadings from the perceived authenticity scale were
removed, which resolve the discriminant validity issue (see Table 14).
Table 13: Article 3 Bivariate Correlations Table
CSR Authenticity
Trust
CSR PI
CSR Authenticity
.840
Trust
.792
.759
.887
CSR PI
.606
.620
Note. All factors correlated at p < .001; diagonal entries are √AVE; off-diagonal entries are intercorrelations among the constructs; CSR PI indicates CSR participation intention

Table 14: Article 3 Revised Bivariate Correlations Table

CSR Authenticity

CSR Authenticity
.863

Trust
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CSR PI

Trust
.778
.790
.889
CSR PI
.566
.620
Note. All factors correlated at p < .001; diagonal entries are √AVE; off-diagonal entries are intercorrelations among the constructs; CSR PI indicates CSR participation intention

Results
Before conducting the main analyses, an independent samples t-test was
performed to check whether the experimental stimuli (high CSR authenticity scenario and
low CSR authenticity scenario) constructed in the pilot test were perceived as what the
messages were to be delivered in the main study. The 8-item perceived CSR authenticity
scale was used to examine the difference in mean scores for the two experimental stimuli.
It appeared that the high CSR authenticity scenario (M = 5.45, SD = 1.00) and the low
CSR authenticity scenario (M = 4.07, SD = 1.32) were significantly different from one
another [t(600) = 14.02, p < .001]; thus, the two scenarios were deemed appropriate to
use for further analyses.
Furthermore, all analyses for the main study included two covariate variables,
including participants’ disability status and the disability status of other individuals
affiliated with the participants (e.g., family members and friends). The rationale behind
controlling for disability status is consumers' tendency to positively evaluate a social
initiative of personal importance (Haley, 1996) or relevance (Creyer, 1997). Therefore,
while the two scenarios described a sport team’s decision to make a difference for young
athletes with a disability, it is deemed appropriate to control for disability status in the
main study analyses.
Hypotheses Testing
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The PROCESS macro for SPSS v.4.0 Model 4 was used to test the relation
between variables and the mediation effect of trust on perceived CSR authenticity and
CSR participation intention. As illustrated in Figure 9, the direct total effect of perceived
CSR authenticity and CSR participation intention was confirmed (b = .659, SE = .040, p
< .001), which supported H1. The analysis also supported H2, indicating a positive effect
of perceived CSR authenticity on trust (b = .866, SE = .029, p < .001). Furthermore, the
effect of trust on CSR participation intention showed a positive effect (b = .484, SE =
.053, p < .001), supporting H3. For the mediation analysis, while a significant direct
effect of perceived CSR on CSR participation intention was found in the presence of trust
(b =.240, SE = .059, p < .001), in addition to a significant indirect effect of perceived
CSR on CSR participation via trust (b = .419, SE = .053, 95% CI: [.322, .529]), it
suggests that trust partially mediates the relation between perceived CSR and CSR
participation intention, supporting H4 (see Table 15).
Table 15: Direct, Indirect, and Total Effects of Perceived CSR Authenticity on CSR
Participation Intention via Trust
Path

b

SE

t

Bootstrap 95% CIs
Lower
Upper

(a) Direct effects
CSR Authenticity → Trust
.866
.029
30.327**
.810
.923
Trust → CSR PI
.484
.053
9.124**
.380
.588
CSR Authenticity → CSR PI
.240
.059
4.071**
.124
.356
(b) Indirect effects
CSR Authenticity → Trust → CSR PI
.419
.053
-**
.322
.529
(c) Total effects
CSR Authenticity → CSR PI
.659
.040
16.690**
.582
.737
Note. b indicates unstandardized coefficients; SE indicates standard error; t indicates t-value;
Bootstrap sample size = 5,000; CI indicates confidence interval; CSR PI indicates CSR
participation intention
** p < .001

117

Figure 9: Article 3 Mediation Effect of Trust
For the moderated mediation analysis, the PROCESS macro for SPSS v.4.0
Model 7 was used to explore whether the strength of the conditional indirect effect of
perceived CSR authenticity on CSR participation intention via trust varied based on
psychological connection level. Based on the analysis, the bootstrap 95% CI index of
moderated mediation (see section b of Table 16) included zero (b = -.016, SE = .013,
95% CI: [-.044, .009]), indicating that the indirect effect of perceived CSR on CSR
participation intention via trust does not vary based on participants’ levels of
psychological connection. Therefore, H5 was rejected. A summary of the results for each
hypothesis is presented in Table 17.
Table 16: Conditional Indirect Effects Between Variables
(a) Interactions
Mediator

Interactions

Trust

Constant

b

SE

t

4.919

.245

20.057**
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Bootstrap 95% CIs
Lower
Upper
4.437
5.400

Perceived CSR authenticity (F)
Psychological Connection (W)

.840
.181

.029
.037

F*W

-.033

.028

29.414**
4.971**
-1.157
(p = .248)

.783
.110

.896
.253

-.088

.023

(b) Index of moderated mediation
W
-.016 .013
-.044
.009
Note. b indicates unstandardized coefficients; SE indicates standard error; t indicates t-value;
Bootstrap sample size = 5,000; CI indicates confidence interval; F indicates focal predictor; W
indicates moderator ** p < .001

Table 17: Article 3 Hypotheses Result Summary
Code
H1
H2
H3
H4
H5

Hypothesis Statement
Perceived CSR authenticity has a positive effect on CSR
participation intention.
Perceived CSR authenticity has a positive effect on trust.
Trust has a positive effect on CSR participation intention.
Perceived CSR authenticity has an indirect effect on CSR
participation intention via trust.
The indirect effect of perceived CSR authenticity on CSR
participation intention via trust varies based on psychological
connection levels; the indirect relation will be weaker for individuals
in the higher stages of the PCM.

Results
(p < 0.05)
Supported
Supported
Supported
Supported
Rejected

Discussion
The current study explored the causal relations of sport fans’ perception toward
their supporting sport team’s CSR authenticity (perceived CSR authenticity), fans’ trust
toward the team (trust), and fans’ willingness to participate in the team’s CSR program
(CSR participation intention). Furthermore, the study examined how perceived CSR
authenticity and CSR participation intention are explained by trust and how the mediation
path varies based on the levels of fans’ psychological connection to the team. As
hypothesized in H1, perceived CSR authenticity positively impacts CSR participation
intention, indicating that there is a greater tendency for sport fans to participate in a sport
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team’s CSR program when the team’s CSR is perceived as genuine. This is consistent
with Kwon and Ahn’s (2020) study investigating consumers’ behavioral intention in the
context of consumers’ perceived CSR skepticism. If fans perceive the sport team’s CSR
initiative as intrinsically motivated, they are more likely to support and/or get involved in
the program in comparison to when the team emphasizes the extrinsic attributes of its
CSR engagement (Bhattacharya & Sen, 2004).
The study further provided empirical evidence of a positive association between
perceived CSR authenticity and trust (H2). That is, sport fans will build trust toward a
sport team if fans perceive the team’s CSR as genuine. The finding supports Pratomo and
Magetsari’s (2020) study examining how sport consumers’ perceived brand authenticity
strengthened consumers’ trust in the brand. While CSR has been well documented in
establishing trust among sport consumers (Ko et al., 2014; Lacey & Kennett-Hensel,
2010), sport organizations should not take the positive consequences from their CSR
engagement for granted. A sport team should assure consumers that its CSR initiative is
not just for the team's benefit returns but a sincere act designed by incorporating specific
core values and long-term goals of the organization (Song, 2021). As stated by Sheth and
Babiak (2010), CSR initiatives from sport organizations tend to focus more on programs
that are familiar with their sport (e.g., youth sport and school programs) as compared to
those that have a less connection with sport (e.g., the arts). Accordingly, sport teams
could engage in CSR activities that align with their identities, as stakeholders evaluate
CSR authenticity based on how consistent the socially responsible acts are with firms’
observed identities (Skilton & Purdy, 2017).
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In line with Chen et al. (2019), a positive relation was also found between trust
and CSR participation intention (H3), suggesting that when sport fans trust a sport team,
it drives the desire to participate in the team’s CSR program. Additionally, trust was
found to partially mediate the relation between perceived CSR authenticity and CSR
participation intention (H4). This indicates that when sport fans perceive a sport team’s
CSR initiative as genuine, it increases their willingness to participate in the team’s CSR
program, where the positive relation can be somewhat explained by fans’ trust in the
team. This is consistent with Nguyen et al.’s (2021) study examining how corporate
greenwashing negatively influences consumers’ green trust, leading to a negative impact
on consumers’ purchase intention toward the corporate’s green product. As stated by Ahn
and Soeiro (2021), “being responsible is not enough, given that customers’ perceived
evaluation of brand genuineness is crucial for the formation of attitude and behavior” (p.
665). More importantly, an organization’s deceptive use of its CSR will create distrust
from its consumers, causing detrimental effects to the organization. Thus, a sport team
needs to seriously consider when designing their social program that could be perceived
as authentic by its consumers, such that they would trust the team, leading to an increase
in the tendency to support and/or get involved in the team’s CSR program.
Regarding the moderated mediation effect, the extent to which the strength of the
indirect effect of trust on perceived CSR and CSR participation intention did not differ
across the PCM stages (H5). While the negative coefficient value of the index of
moderation mediation indicates the decrease in the strength of the indirect relation as
individuals possess a higher level of psychological connection to a sport team, the
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conditional indirect relation is not confirmed due to the non-significant confidence
interval values. It could be argued that when a sport team’s CSR is perceived as
authentic, sport fans develop trust in the team to a similar extent for all fan groups within
the PCM stages, thus, increasing the likelihood for fans to participate in the team’s CSR
program. Unlike the significant conditional indirect effect results found in prior studies
examining perceived CSR (Article 2; Nyadzayo et al., 2016), the current finding
highlights the importance of perceived CSR authenticity in generating almost equivalent
trust among fans with varying levels of psychological connection to a sport team.
Differently speaking, regardless of how devoted a fan is to a sport team, the need for
authenticity is crucial in a CSR program as an inauthentic social initiative would increase
fan’s skepticism, consequently leading to a significant decrease in trust toward the sport
team.
Theoretical Implications
In recent years, a growing number of scholars have investigated the predictors and
outcomes of authenticity within the context of CSR (Alhouti et al., 2016; Kim &
Stepchenkova, 2020; Fatma & Khan, 2022). However, given that CSR authenticity is a
relatively new construct (Song & Dong, 2022), coupled with the lack of investigation into
the underlying mechanisms of CSR-outcome relation (Wang et al., 2020b), the current
study contributes to expanding the limited knowledge about the relation between
perceived CSR authenticity and consumer responses among sport consumers.
Specifically, although previous studies have well supported the positive association
perceived CSR has on consumer trust (Iglesias et al., 2020; Ko et al., 2014; Park et al.,
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2017), the current study is one of the few that explored the perceived CSR authenticity
and consumer trust relation.
Furthermore, the current study contributes to the sport consumer behavior
literature by revealing a non-significant conditional indirect effect of trust across
individuals within the PCM stages. More specifically, unlike prior studies where the
strength of the indirect effect of trust between perceived CSR and behavioral intention
significantly differed based on sport fans’ psychological connection to a sport team
(Article 2; Nyadzayo et al., 2016), the conditional indirect effect was found to be nonsignificant in the current study. This highlights that authenticity within a sport team’s
CSR is a powerful component that could help build consumer trust to a similar extent
among sport consumers, regardless of their loyalty status. In other words, a sport team’s
authentic CSR initiative would potentially attract lower psychologically connected fans
while maintaining those loyal fans via developing trust in the team.
Lastly, while previous studies examining CSR outcomes have primarily focused
on how the CSR investment can produce positive returns for businesses (Kim et al., 2017;
Ma & Kaplanidou, 2021; Saeidi et al., 2015), little attention has been placed on how the
CSR engagement could potentially address the social causes of interest (Song, 2021). The
current study, thus, adds value to the CSR literature by emphasizing the importance of
incorporating authenticity in the CSR acts to increase sport fans’ intention to participate
in a sport team-supported social cause.
Practical Implications
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The study provides meaningful implications for practitioners working in
professional sport teams. As suggested in the current study findings, the effectiveness of
a sport team’s CSR initiative depends on consumers’ perception and evaluation of the
CSR practice. Simply implementing and/or investing in CSR will not earn much
consumer praise. In other words, while consumers consider both intrinsic and extrinsic
attributes of a CSR act, companies seeking benefits from their CSR initiatives may
produce unexpected consequences, such as a perception of hypocrisy, which could
eventually result in detrimental effects on the firms (Leonidou & Skarmeas, 2017).
Consequently, when designing a CSR campaign, sport practitioners should focus on
creating an authentic CSR program to maximize the impact of CSR investments on
consumer relationship building. For instance, sport teams could engage in socially
responsible acts that are well aligned with their sport, such as contributing to growing
youth sport within the communities, as stakeholders tend to perceive CSR authenticity
based on the fit and/or how consistent the CSR acts are with organizations’ observed
identities (Skilton & Purdy, 2017). Understandably, businesses are desperate to stand out
and potentially profit via CSR engagement. However, the CSR engagement from
businesses should gear toward social and other non-economic impacts. Thus, sport
marketers should focus on the authenticity or sincerity behind the social acts, as it creates
greater values for firms (Cuypers et al., 2016).
Additionally, the study asserted that the strength of the indirect effect of trust
between perceived CSR authenticity and CSR participation intention did not vary based
on sport fans’ psychological connection to a sport team. To further elaborate on the non-
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significant finding of the moderated mediation analysis, it could be argued that there is a
potential for sport teams to develop consumer trust among all fan groups to a similar
degree via CSR initiatives perceived as authentic by consumers. It is also revealed by
Pronschinske et al. (2012) that consumers’ perceived authenticity of a sport team’s social
network site, such as Facebook, has a positive relation to attracting and maintaining a
Facebook fan base. Furthermore, while having trust in a sport team can generate fans’
identification with the team (Wu et al., 2012), it is highly recommended for sport teams
to communicate and implement their CSR activities in an authentic manner, as the
genuine acts will significantly build consumers’ trust among all fan groups to a similar
extent and potentially enhance fans’ psychological connection to the team, ultimately
impacting on the long-term consumer retention.
Limitations and Future Research
The study has several limitations that could be further examined in future
research. While the current study utilized a cross-sectional design to examine the causal
relations between variables, a longitudinal research design is necessary, as studies
utilizing a cross-sectional design are subject to method bias (Podsakoff et al., 2003). As
such, longitudinal design studies are recommended for future scholars to understand
better sport fans’ perception of a sport team’s CSR authenticity and their CSR
participation intention over time. Furthermore, the results and conclusions drawn may be
low in external validity, as the study utilized a scenario-based design (Babbie, 2013).
Specifically, the study examined participants’ CSR participation intention after reading a
hypothetical news article about a sport team’s philanthropic initiative. Due to the
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artificiality associated with such an experimental design, it is crucial for future scholars to
use real cases that can be generalized to the real world and examine the actual behavior
rather than behavioral intention among sport consumers.
An additional limitation is the use of perceived CSR authenticity as a predictor
variable. It is recommended for future scholars to investigate what constitutes perceived
CSR authenticity or what sort of CSR investments from firms are perceived as authentic
by consumers. In other words, future researchers should focus on the antecedents of
perceived CSR authenticity, as studies have not yet reached a consensus regarding the
phenomenon (Wang et al., 2020b). Additionally, the present study only used a single
mediator (i.e., trust) to explain the relation between sport fans’ perceived CSR and CSR
participation intention. Future researchers should consider other mediators, such as
identification, commitment, or satisfaction, which are the other dimensions of the
relationship quality construct (Bhattacharya et al., 2009). It is also suggested to examine
sport fans’ moral identity as a potential mediator to explain the underlying mechanism, as
moral identity enhances consumer prosocial behaviors (Hertz & Krettenauer, 2016).
Lastly, the study explored sport fans’ CSR participation intention based on their
perception of a sport team’s CSR authenticity. However, according to Yoshida et al.
(2015), fan community attachment is a critical predictor that motivates fans to increase
their attendance frequency over time. More specifically, one factor that increases the
likelihood of fans’ sport consumption is the peer-to-peer interaction they have established
between the fans. In a recent study by Kim and Manoli (2022), the authors found a
positive relation between sport team identification and brand equity but a non-significant
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association between online community identification and brand equity among sport fans.
While identification with a team was the only significant predictor influencing
consumers’ responses to brand equity, it might not be the case when examining
consumers’ behavioral intentions. Therefore, it would be interesting for future scholars to
investigate how a network of interpersonal relationships (e.g., fan-to-fan relationships)
may impact fans’ willingness to participate and/or fans’ actual behavior in the team’s
CSR program.
Conclusion
As CSR authenticity is a relatively new topic of interest among scholars, the
current study examined how perceived CSR authenticity could generate positive
consumer responses, among sport fans’ with varying levels of psychological connection
to a sport team. While consumers often react strongly to unethical CSR initiatives,
businesses should take time and consider how to be authentic in their CSR involvement
and build trust by connecting with consumers via CSR programs. The top priority list for
businesses is to build trust with their consumers. Although it takes ample time for a
business to build consumer trust, businesses must ensure that they can deliver a CSR
program that their consumers trust, potentially leading consumers to help a social cause
and establishing consumer-company relationship quality.
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CHAPTER SIX
OVERALL CONCLUSION
The purpose of this dissertation was to explore how a sport team’s philanthropic
initiative influences its fans' CSR participation intention with varying psychological
connection levels to the team. Specifically, three outcomes were achieved: (1) in Article
1, the differences in CSR participation intention among fans with varying psychological
connection levels to a sport team was investigated, (2) in Article 2, the conditional
indirect effect of trust between perceived CSR and CSR participation intention across the
four fan groups were examined, and (3) in Article 3, the conditional indirect effect of
trust between perceived CSR authenticity and CSR participation intention across the four
fan groups were explored. The current chapter discusses the overall conclusion of this
dissertation.
According to the overall study findings, sport fans’ CSR participation intention
significantly differed based on their perception of a sport team’s CSR engagement.
Specifically, fans are more likely to participate in a sport team’s CSR program when they
are aware of the philanthropic activity engaged by the team. Furthermore, the willingness
to participate in the CSR program was higher for fans more loyal to the team. In other
words, the more psychologically connected a fan is to a sport team, the more likely
he/she will participate in the team’s CSR program. While fans having a lower level of
psychological connection to a sport team are less likely to participate in the team’s CSR
program, enhancing fans’ trust in the team helps increase their CSR participation
intention. However, one thing to remember is the authenticity of a sport team’s CSR
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engagement. More specifically, when a team’s CSR is perceived as authentic, fans
develop trust in the team to a similar extent for all fan groups, thus, increasing the
likelihood for fans to participate in the team’s CSR program.
A sport team’s success is when it has secured a large pool of strong fan bases, and
loyal fans are developed via the team’s effort in building a long-lasting relationship with
its fans, such as increasing consumer trust in the team. CSR investment is one way that
can bring success to a sport team as it is an important strategic communication tool for
businesses to build stakeholder-company relationships. However, as consumers generally
lack knowledge about a firm’s CSR, sport teams must communicate their CSR practices
to increase consumer awareness. As Carroll and Shabana (2010) stated, “only when firms
are able to pursue CSR activities with the support of their stakeholders can there be a
market for virtue and a business case for CSR” (p. 102).
While sport fans typically invest significant time and financial resources to
support a sport team, they could be a great human resource for a team in co-creating a
CSR program. In recent years, online platforms and devices, such as smartphones and
social media platforms, have allowed consumers to get involved in activities offered by
firms easily. As such, it provides significant opportunities for sport teams to build a
community via CSR practices and think of a way to strategically encourage fans to
participate in their CSR programs in advocating a specific social cause. However, the
strategic use of CSR as a social marketing tool must be done with caution, as consumers
often question the sincerity of firms’ CSR acts. Thus, when designing a CSR campaign,
sport teams must create an authentic CSR program that aligns well with the teams' core
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mission, vision, and values. The authentic CSR acts will ultimately allow sport teams to
develop a quality relationship with all fan bases and, at the same time, motivate fans to be
advocates in contributing to society’s well-being. Sport fans' engagement in a team’s
CSR program is crucial as there is a great potential for them to contribute to the
development of a community, just like how they have played a significant role in the
sport business.
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Appendix A
Clemson University Institutional Review Board Protocol #2022-0030

To: Skye Gerald Arthur-Banning
Re: Clemson IRB Number: IRB2022-0030
Exempt Category: D2
Determination Date: 18-Mar-2022
Expiration Date: 31-Mar-2027
Funding Sponsor: N/A
Project Title: The Influence of a Sport Team's Socially Responsible Initiative on CSR Participation Intention of
Fans

The Office of Research Compliance determined that the proposed activities involving human participants meet
the criteria for Exempt level review under 45 CFR 46.104(d). The Exempt determination is granted for the
certification period indicated above.
Principal Investigator (PI) Responsibilities: The PI assumes the responsibilities for the protection of human
subjects as outlined in the Principal Investigator’s Responsibilities guidance.
Non-Clemson Affiliated Collaborators: The Exempt determination only covers Clemson affiliated personnel
on the study. External collaborators have to consult with their respective institution’s IRB office to determine
what is required for their role on the project.
Modifications: An Amendment is required for substantial changes to the study. Substantial changes are
modifications that may affect the Exempt determination (i.e., changing from Exempt to Expedited or Full Board
review level, changing exempt category) or that may change the focus of the study, such as a change in
hypothesis or study design. All changes must be reviewed by the IRB office prior to implementation.
PI or Essential Study Personnel Changes: For Exempt determinations, submit an amendment ONLY if the PI
changes or if there is a change to an essential study team member. An essential team member would be an
individual required to be on the study team for their expertise or certification (i.e., health expert, mental health
counselor). Students or other non-essential study personnel changes DO NOT have to be reported to the IRB
office.
Reportable Events: Notify the IRB office immediately if there are any non-compliance issues, unanticipated
problems involving risks to participants, complications, adverse events and/or any complaints from research
participants.
Closing IRB Record: Submit a Progress Report to close the IRB record. An IRB record may be closed when all
research activities are completed. Research activities include, but are not limited to: enrolling new participants;
interaction with participants (online or in-person); collecting prospective data, including de-identified data
through a survey; obtaining, accessing, and/or generating identifiable private information about a living person.
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New IRB Application: A new Exempt application is required if the research activities continue for more than 5
years after the initial determination. Exempt determinations may not be renewed or extended and are valid
for 5 years only.
Non-Clemson Affiliated Sites: A site letter is required for off-campus sites. Refer to the guidance on research
site/permission letters for more information. An Amendment is required to add additional sites to the study.
International Research: Clemson’s approval is based on U.S. human subjects protections regulations and
Clemson University human subjects protection policies. Researchers should become familiar with all pertinent
information about local human subjects protection regulations and requirements when conducting research
internationally. We encourage you to discuss any possible human subjects research requirements that are specific
to your research site with your local contacts, to comply with those requirements, and to inform Clemson’s IRB
office of those requirements. Review the FAQs for more information about international research.
Contact Information: Please contact the IRB office at IRB@clemson.edu or visit our webpage if you have
questions.
Clemson University’s IRB is committed to facilitating ethical research and protecting the rights of human
subjects. All research involving human participants must maintain an ethically appropriate standard, which
serves to protect the rights and welfare of the participants.
Institutional Review Board
Office of Research Compliance
Clemson University
IRB Number: IRB00000481
FWA Number: FWA00004497
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Appendix B
Article 1 and Article 2 Qualtrics Survey

Start of Block: Default Question Block
CSR Participation Intention Among Sport Fans
KEY INFORMATION ABOUT THE RESEARCH STUDY
Voluntary Consent: Dr. Skye Arthur-Banning and Mr. Young Suk Oh are inviting you to participate in a
research study. Dr. Arthur-Banning is an Associate Professor at Clemson University and Mr. Oh is a Ph.D.
Candidate at Clemson University. You may choose not to take part and you may choose to stop taking part
at any time. You will not be punished in any way if you decide not to be in the study or to stop taking part
in the study.
Study Purpose: The purpose of this research is to better understand the perceptions and participation
intentions among sport fans toward their supporting sport team's philanthropic initiative.
Activities and Procedures: Your part in the study will be to complete online questionnaires after reading a
short hypothetical article about your favorite National Basketball Association (NBA) team's philanthropic
initiative.
Participation Time: It will take you about 7 minutes to complete the questionnaire for this study.
Risks and Discomforts: We do not know of any risks or discomforts to you in this research study.
Possible Benefits: You may not benefit directly for taking part in this study; however, your feedback could
positively impact the current sport organizations by providing better understanding of how
their philanthropic programs may motivate fans in supporting a social cause.
INCENTIVES
Upon completion of the study, you will receive compensation in the amount you have agreed to with the
platform through which you entered this survey.
PROTECTION OF PRIVACY AND CONFIDENTIALITY
All information collected will be kept on a secure server, and only the study investigators will have access
to your information. The information collected during the study could be used for future research studies or
distributed to another investigator for future research studies without additional informed consent from the
participants or legally authorized representative. No identifiable information will be collected during the
study.
CONTACT INFORMATION
If you have any questions or concerns about your rights in this research study, please contact the Clemson
University Office of Research Compliance (ORC) at 864-656-0636 or irb@clemson.edu. If you are outside
of the Upstate South Carolina area, please use the ORC’s toll-free number, 866-297-3071. The Clemson
IRB will not be able to answer some study-specific questions. However, you may contact the Clemson IRB
if the research staff cannot be reached or if you wish to speak with someone other than the research staff. If
you have any study related questions or if any problems arise, please contact Dr. Skye Arthur-Banning
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(sarthur@clemson.edu) and/or Mr. Young Suk Oh (yoh@clemson.edu).
CONSENT
By participating in the study, you indicate that you have read the information written above, are at least 18
years of age, been allowed to ask any questions, and you are voluntarily choosing to take part in this
research. You do not give up any legal rights by taking part in this research study.
You may print a copy of this document for your records.

If you agree to participate, please select yes.

o
o

Yes (1)
No (2)

Skip To: End of Survey If If you agree to participate, please select yes. = No

Please name one of the National Basketball Association (NBA) teams that come to mind.
________________________________________________________________

Page Break
In which of the following categories would you classify yourself as a/an ${Q3/ChoiceTextEntryValue}
fan?

o

Awareness An individual who has formed a psychological connection to a sport with the notion of
awareness, recognizing that a sport team exists. However, they have no interest in the sport team.
Specifically, the development of awareness is driven by the socialization process, where an individual
would often get exposed to the sport team with the influence of significant others (i.e., parents,
siblings, spouses, friends, co-workers), mass media (i.e., news, magazines, social media), promotions
(i.e., advertising, special events), and the community one lives in. Individuals in the awareness stage
would not invest their time, money, or emotions in the specific sport team due to their lack of interest.
(1)

o

Attraction An individual who has gained the knowledge of a sport team and has formed a
preference for a particular sport team over another. Individuals in the attraction stage are driven by the
extrinsic features (i.e., hedonic motives, social aspects, physical features, situational factors), coupled
with the intrinsic motives of one’s own. However, individuals in the attraction stage are likely to
change their favorite team, as they are heavily influenced by extrinsic motives. In other words, if an
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individual moves to a new community or if the favored team performs poorly, they will likely favor
another sport team. (2)

o

Attachment An individual who has formed a stable and enduring psychological connection with a
sport team. Individuals in the attachment stage are geared more toward intrinsic motives. Additionally,
individuals believe that their strong relationship with the sport team is psychologically significant and
valuable to their own personal meaning. Therefore, these individuals are less likely to change their
preferences for a sport team when affected by external factors (i.e., friends supporting different sport
team, favorite sport team’s poor performance). (3)

o

Allegiance An individual who has formed a solid psychological connection in reaching a level to
become a committed fan of a sport team. Individuals in the allegiance stage have the characteristics of
persistent attitudes, resistance to changing one’s attitude even when faced with conflicting information,
may possibly be cognitively biased, and engage in behaviors such as attending, reading, watching,
listening, and purchasing the specific sport products. These loyal individuals are involved in a sport
team solely due to the intrinsic purposes with the absence of hedonic and social motives. (4)

Timer Timing
First Click (1)
Last Click (2)
Page Submit (3)
Click Count (4)
Page Break
Do you know any of the philanthropic initiatives engaged by ${Q3/ChoiceTextEntryValue}?
(Philanthropic initiatives refer to a set of actions from an organization that is not required by law,
contributing to and benefiting a community and society.)

o
o

Yes (1)
No (2)

Page Break
You will now read a short hypothetical news article.
Please read the hypothetical news article carefully.
End of Block: Default Question Block
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Start of Block: High CSR Condition
${Q3/ChoiceTextEntryValue} has donated $5 million to VIA Sport Foundation, a non-profit organization,
to raise awareness and address social issues, including education and health for young athletes with a
disability.
Specifically, the philanthropic initiative aims to provide scholarships and free basketball clinics designed
by ${Q3/ChoiceTextEntryValue}’s coaches and athletes with employees from VIA Sport Foundation
staffing the event.
${Q3/ChoiceTextEntryValue} and VIA Sport Foundation are planning to expand the philanthropic
program and looking for potential supporters to make a difference for the communities of persons with a
disability.

Timing
First Click (1)
Last Click (2)
Page Submit (3)
Click Count (4)
Page Break
What is the main purpose of ${Q3/ChoiceTextEntryValue}'s philanthropic initiative?

o
o

To raise awareness and address social issues for young athletes with a disability. (1)
To build its brand image. (2)

End of Block: High CSR Condition
Start of Block: Low CSR Condition
${Q3/ChoiceTextEntryValue} has decided not to donate $5 million to VIA Sport Foundation, a non-profit
organization, to raise awareness and address social issues, including education and health for young
athletes with a disability.
Specifically, the philanthropic initiative was to provide scholarships and free basketball clinics with
employees from VIA Sport Foundation designing and staffing the entire event.
Due to ${Q3/ChoiceTextEntryValue}’s decision not to participate in the philanthropic act, VIA Sport
Foundation is looking for potential supporters to make a difference for the communities of persons with a
disability.
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Timing
First Click (1)
Last Click (2)
Page Submit (3)
Click Count (4)
Page Break
Did ${Q3/ChoiceTextEntryValue} decide to donate to VIA Sport Foundation?

o
o

Yes (1)
No (2)

End of Block: Low CSR Condition
Start of Block: Measurements
Did you know or have heard of the VIA Sport Foundation before reading the hypothetical news article?

o
o

Yes (1)
No (2)

Page Break
Based on the hypothetical news article about ${Q3/ChoiceTextEntryValue}, the next few pages will ask
questions related to your perceptions of ${Q3/ChoiceTextEntryValue}'s philanthropic involvement, your
feeling of trust toward ${Q3/ChoiceTextEntryValue}, your willingness to participate in
${Q3/ChoiceTextEntryValue}’s philanthropic initiative, as well as your demographic information.
Your honest responses are very important to us.

Page Break
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Please rate the following statements related to your perceptions of ${Q3/ChoiceTextEntryValue}'s
philanthropic initiative from Strongly Disagree to Strongly Agree.
Strongly
Disagree
(1)

Disagree
(2)

Somewhat
Disagree
(3)

Neutral
(4)

Somewhat
Agree (5)

Agree
(6)

Strongly
Agree
(7)

${Q3/ChoiceTextEntryValue}
includes charity in its business
activities. (1)

o

o

o

o o

o o

${Q3/ChoiceTextEntryValue}
is involved with the local
community. (2)

o

o

o

o o

o o

Local communities are
benefiting from
${Q3/ChoiceTextEntryValue}'s
contributions. (3)

o

o

o

o o

o o

${Q3/ChoiceTextEntryValue}
is committed to using a portion
of its profits to help non-profit
causes and events. (4)

o

o

o

o o

o o

${Q3/ChoiceTextEntryValue}
is involved in corporate giving.
(5)

o

o

o

o o

o o

Page Break
Please rate the following statements related to your feeling of trust toward
${Q3/ChoiceTextEntryValue} from Strongly Disagree to Strongly Agree.
Strongly
Disagree
(1)

Disagree
(2)

Somewhat
Disagree
(3)

Neutral
(4)

Somewhat
Agree (5)

Agree
(6)

Strongly
Agree
(7)

${Q3/ChoiceTextEntryValue}
gives me a feeling of trust. (1)

o

o

o

o o

o o

I have trust in
${Q3/ChoiceTextEntryValue}.
(2)

o

o

o

o o

o o

${Q3/ChoiceTextEntryValue}
gives me a trustworthy
impression. (3)

o

o

o

o o

o o
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Page Break
Please rate the following statements related to your willingness to get involved in
${Q3/ChoiceTextEntryValue}'s philanthropic initiative from Strongly Disagree to Strongly Agree.
Strongly
Disagree
(1)

Disagree
(2)

Somewhat
Disagree
(3)

Neutral
(4)

Somewhat
Agree (5)

Agree
(6)

Strongly
Agree
(7)

It is probable that I will be
involved in
${Q3/ChoiceTextEntryValue}’s
philanthropic initiative. (1)

o

o

o

o o

o o

My involvement in
${Q3/ChoiceTextEntryValue}’s
philanthropic initiative is likely.
(2)

o

o

o

o o

o o

I am willing to get involved in
${Q3/ChoiceTextEntryValue}’s
philanthropic initiative. (3)

o

o

o

o o

o o

I would consider getting
involved in
${Q3/ChoiceTextEntryValue}’s
philanthropic initiative. (4)

o

o

o

o o

o o

End of Block: Measurements
Start of Block: Demographics
What is your gender?

o
o
o
o

Male (1)
Female (2)
Non-binary (3)
Please fill in if preferred (4) ________________________________________________

Page Break
What is your age in years?
________________________________________________________________
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Page Break
What is your ethnic/racial group?

o
o
o
o
o
o
o
o

American Indian (Native American) (1)
Asian origin (2)
Asian (Indian or Arabic origin) (3)
Black (African-American) (4)
Hispanic or Latino origin (5)
Multiple race (6)
White (European origin) (7)
Please fill in if not listed (8) ________________________________________________

Page Break
What is your annual household income per year?

o
o
o
o
o
o
o
o
o
o
o

0-$12,500 (1)
$12,501-$25,000 (2)
$25,001-$35,000 (3)
$35,001-$50,000 (4)
$50,001-$75,000 (5)
$75,001-$100,000 (6)
$100,001-$150,000 (7)
$150,001-$200,000 (8)
$200,001-$250,000 (9)
$250,001 and up (10)
Prefer not to respond (11)
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Page Break
What is your current relationship/marital status?

o
o
o
o
o
o
o
o

Single (1)
Married (2)
Divorced (3)
Re-married (4)
Widowed (5)
Separated (6)
Long-term relationship (non-married) (7)
Please fill in if not listed (8) ________________________________________________

Page Break
What is your current education level?

o
o
o
o
o
o
o
o

Less than high school diploma (1)
High school diploma or equivalent (2)
Some college (No degree) (3)
Technical degree or certification (4)
Associate's degree (5)
Bachelor's degree (6)
Master's degree (7)
Doctorate or Ph.D. (8)

Page Break
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Do you have a disability?

o
o
o

Yes (1)
No (2)
Prefer not to respond (3)

Page Break
Does your friend or a family member have a disability?

o
o
o

Yes (1)
No (2)
Prefer not to respond (3)

Page Break
What is your zip code?
________________________________________________________________
End of Block: Demographics
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Appendix C
Article 3 Qualtrics Survey

Start of Block: Default Question Block
CSR Participation Intention Among Sport Fans
KEY INFORMATION ABOUT THE RESEARCH STUDY
Voluntary Consent: Dr. Skye Arthur-Banning and Mr. Young Suk Oh are inviting you to participate in a
research study. Dr. Arthur-Banning is an Associate Professor at Clemson University and Mr. Oh is a Ph.D.
Candidate at Clemson University. You may choose not to take part and you may choose to stop taking part
at any time. You will not be punished in any way if you decide not to be in the study or to stop taking part
in the study.
Study Purpose: The purpose of this research is to better understand the perceptions and participation
intentions among sport fans toward their supporting sport team's philanthropic initiative.
Activities and Procedures: Your part in the study will be to complete online questionnaires after reading a
short hypothetical article about your favorite National Basketball Association (NBA) team's philanthropic
initiative.
Participation Time: It will take you about 7 minutes to complete the questionnaire for this study.
Risks and Discomforts: We do not know of any risks or discomforts to you in this research study.
Possible Benefits: You may not benefit directly for taking part in this study; however, your feedback could
positively impact the current sport organizations by providing better understanding of how
their philanthropic programs may motivate fans in supporting a social cause.
INCENTIVES
Upon completion of the study, you will receive compensation in the amount you have agreed to with the
platform through which you entered this survey.
PROTECTION OF PRIVACY AND CONFIDENTIALITY
All information collected will be kept on a secure server, and only the study investigators will have access
to your information. The information collected during the study could be used for future research studies or
distributed to another investigator for future research studies without additional informed consent from the
participants or legally authorized representative. No identifiable information will be collected during the
study.
CONTACT INFORMATION
If you have any questions or concerns about your rights in this research study, please contact the Clemson
University Office of Research Compliance (ORC) at 864-656-0636 or irb@clemson.edu. If you are outside
of the Upstate South Carolina area, please use the ORC’s toll-free number, 866-297-3071. The Clemson
IRB will not be able to answer some study-specific questions. However, you may contact the Clemson IRB
if the research staff cannot be reached or if you wish to speak with someone other than the research staff. If
you have any study related questions or if any problems arise, please contact Dr. Skye Arthur-Banning
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(sarthur@clemson.edu) and/or Mr. Young Suk Oh (yoh@clemson.edu).
CONSENT
By participating in the study, you indicate that you have read the information written above, are at least 18
years of age, been allowed to ask any questions, and you are voluntarily choosing to take part in this
research. You do not give up any legal rights by taking part in this research study.
You may print a copy of this document for your records.

If you agree to participate, please select yes.

o
o

Yes (1)
No (2)

Skip To: End of Survey If If you agree to participate, please select yes. = No

Please name one of the National Basketball Association (NBA) teams that come to mind.
________________________________________________________________

Page Break
In which of the following categories would you classify yourself as a/an ${Q3/ChoiceTextEntryValue}
fan?

o

Awareness An individual who has formed a psychological connection to a sport with the notion of
awareness, recognizing that a sport team exists. However, they have no interest in the sport team.
Specifically, the development of awareness is driven by the socialization process, where an individual
would often get exposed to the sport team with the influence of significant others (i.e., parents,
siblings, spouses, friends, co-workers), mass media (i.e., news, magazines, social media), promotions
(i.e., advertising, special events), and the community one lives in. Individuals in the awareness stage
would not invest their time, money, or emotions in the specific sport team due to their lack of interest.
(1)

o

Attraction An individual who has gained the knowledge of a sport team and has formed a
preference for a particular sport team over another. Individuals in the attraction stage are driven by the
extrinsic features (i.e., hedonic motives, social aspects, physical features, situational factors), coupled
with the intrinsic motives of one’s own. However, individuals in the attraction stage are likely to
change their favorite team, as they are heavily influenced by extrinsic motives. In other words, if an
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individual moves to a new community or if the favored team performs poorly, they will likely favor
another sport team. (2)

o

Attachment An individual who has formed a stable and enduring psychological connection with a
sport team. Individuals in the attachment stage are geared more toward intrinsic motives. Additionally,
individuals believe that their strong relationship with the sport team is psychologically significant and
valuable to their own personal meaning. Therefore, these individuals are less likely to change their
preferences for a sport team when affected by external factors (i.e., friends supporting different sport
team, favorite sport team’s poor performance). (3)

o

Allegiance An individual who has formed a solid psychological connection in reaching a level to
become a committed fan of a sport team. Individuals in the allegiance stage have the characteristics of
persistent attitudes, resistance to changing one’s attitude even when faced with conflicting information,
may possibly be cognitively biased, and engage in behaviors such as attending, reading, watching,
listening, and purchasing the specific sport products. These loyal individuals are involved in a sport
team solely due to the intrinsic purposes with the absence of hedonic and social motives. (4)

Timing
First Click (1)
Last Click (2)
Page Submit (3)
Click Count (4)
Page Break
Do you know any of the philanthropic initiatives engaged by ${Q3/ChoiceTextEntryValue}?
(Philanthropic initiatives refer to a set of actions from an organization that is not required by law,
contributing to and benefiting a community and society.)

o
o

Yes (1)
No (2)

Page Break
You will now read a short hypothetical news article.
Please read the hypothetical news article carefully.
End of Block: Default Question Block
Start of Block: Authentic CSR Condition
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${Q3/ChoiceTextEntryValue} has recently announced that it will donate $10 million to VIA Sport
Foundation, a non-profit organization, to raise awareness and address social issues, including education and
health for young athletes with a disability.
Specifically, the philanthropic initiative aims to provide scholarships and free basketball clinics designed
by ${Q3/ChoiceTextEntryValue}’s coaches and athletes with employees from VIA Sport Foundation
staffing the event.
${Q3/ChoiceTextEntryValue} and VIA Sport Foundation are planning to expand the philanthropic
program and looking for potential supporters to make a difference for the communities of persons with a
disability.

Timing
First Click (1)
Last Click (2)
Page Submit (3)
Click Count (4)
Page Break
What is the main purpose of ${Q3/ChoiceTextEntryValue}'s philanthropic initiative?

o
o

To raise awareness and address social issues for young athletes with a disability. (1)
To build its brand image. (2)

End of Block: Authentic CSR Condition
Start of Block: Low CSR Condition
For tax advantage purposes and to overcome negative publicity, ${Q3/ChoiceTextEntryValue} has recently
announced that it will donate $10 million to VIA Sport Foundation, a non-profit organization, to raise
awareness and address social issues, including education and health for young athletes with a disability.
Specifically, the philanthropic initiative aims to provide scholarships and free basketball clinics with VIA
Sport Foundation’s employees designing and staffing the entire event.
VIA Sport Foundation is planning to expand the philanthropic program and looking for potential supporters
to make a difference for the communities of persons with a disability.
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Timing
First Click (1)
Last Click (2)
Page Submit (3)
Click Count (4)
Page Break
What is the main purpose of ${Q3/ChoiceTextEntryValue}'s philanthropic initiative?

o
o

For tax advantage purposes and to overcome negative publicity. (1)
To recruit potential youth athletes. (2)

End of Block: Low CSR Condition
Start of Block: Measurements
Did you know or have heard of the VIA Sport Foundation before reading the hypothetical news article?

o
o

Yes (1)
No (2)

Page Break
Based on the hypothetical news article about ${Q3/ChoiceTextEntryValue}, the next few pages will ask
questions related to your perceptions of ${Q3/ChoiceTextEntryValue}'s genuineness toward its
philanthropic involvement, your feeling of trust toward ${Q3/ChoiceTextEntryValue}, your willingness to
participate in ${Q3/ChoiceTextEntryValue}’s philanthropic initiative, as well as your demographic
information.
Your honest responses are very important to us.

Page Break
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Please rate the following statements related to your perceptions of ${Q3/ChoiceTextEntryValue}'s
genuineness toward its philanthropic initiative from Strongly Disagree to Strongly Agree.
Strongly
Disagree
(1)

${Q3/ChoiceTextEntryValue}'s
philanthropic initiative is
genuine. (1)
${Q3/ChoiceTextEntryValue}
is being true to itself with its
philanthropic initiative. (2)
${Q3/ChoiceTextEntryValue}
is concerned about improving
the well-being of society. (3)
${Q3/ChoiceTextEntryValue}
is a socially responsible club.
(4)
${Q3/ChoiceTextEntryValue}'s
philanthropic initiative is in
accordance with the club's
values and beliefs. (5)
${Q3/ChoiceTextEntryValue}
is standing up for what it
believes in. (6)
The philanthropic initiative
preserves what
${Q3/ChoiceTextEntryValue}
means to me. (7)
The philanthropic initiative
captures what makes
${Q3/ChoiceTextEntryValue}
unique to me. (8)

Disagree
(2)

Somewhat
Disagree
(3)

Neutral
(4)

Somewhat
Agree (5)

Agree
(6)

Strongly
Agree
(7)

o

o

o

o o

o o

o

o

o

o o

o o

o
o

o
o

o
o

o o
o o

o o
o o

o

o

o

o o

o o

o

o

o

o o

o o

o

o

o

o o

o o

o

o

o

o o

o o

Page Break
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Please rate the following statements related to your feeling of trust toward
${Q3/ChoiceTextEntryValue} from Strongly Disagree to Strongly Agree.
Strongly
Disagree
(1)

${Q3/ChoiceTextEntryValue}
gives me a feeling of trust. (1)
I have trust in
${Q3/ChoiceTextEntryValue}.
(2)
${Q3/ChoiceTextEntryValue}
gives me a trustworthy
impression. (3)

Disagree
(2)

Somewhat
Disagree
(3)

Neutral
(4)

Somewhat
Agree (5)

Agree
(6)

Strongly
Agree
(7)

o

o

o

o o

o o

o

o

o

o o

o o

o

o

o

o o

o o

Page Break
Please rate the following statements related to your willingness to get involved in
${Q3/ChoiceTextEntryValue}'s philanthropic initiative from Strongly Disagree to Strongly Agree.
Strongly
Disagree
(1)

It is probable that I will be
involved in
${Q3/ChoiceTextEntryValue}’s
philanthropic initiative. (1)
My involvement in
${Q3/ChoiceTextEntryValue}’s
philanthropic initiative is likely.
(2)
I am willing to get involved in
${Q3/ChoiceTextEntryValue}’s
philanthropic initiative. (3)
I would consider getting
involved in
${Q3/ChoiceTextEntryValue}’s
philanthropic initiative. (4)

Disagree
(2)

Somewhat
Disagree
(3)

Neutral
(4)

Somewhat
Agree (5)

Agree
(6)

Strongly
Agree
(7)

o

o

o

o o

o o

o

o

o

o o

o o

o

o

o

o o

o o

o

o

o

o o

o o

End of Block: Measurements
Start of Block: Demographics
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What is your gender?

o
o
o
o

Male (1)
Female (2)
Non-binary (3)
Please fill in if preferred (4) ________________________________________________

Page Break
What is your age in years?
________________________________________________________________

Page Break
What is your ethnic/racial group?

o
o
o
o
o
o
o
o

American Indian (Native American) (1)
Asian origin (2)
Asian (Indian or Arabic origin) (3)
Black (African-American) (4)
Hispanic or Latino origin (5)
Multiple race (6)
White (European origin) (7)
Please fill in if not listed (8) ________________________________________________

Page Break
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What is your annual household income per year?

o
o
o
o
o
o
o
o
o
o
o

0-$12,500 (1)
$12,501-$25,000 (2)
$25,001-$35,000 (3)
$35,001-$50,000 (4)
$50,001-$75,000 (5)
$75,001-$100,000 (6)
$100,001-$150,000 (7)
$150,001-$200,000 (8)
$200,001-$250,000 (9)
$250,001 and up (10)
Prefer not to respond (11)

Page Break
What is your current relationship/marital status?

o
o
o
o
o
o
o
o

Single (1)
Married (2)
Divorced (3)
Re-married (4)
Widowed (5)
Separated (6)
Long-term relationship (non-married) (7)
Please fill in if not listed (8) ________________________________________________

Page Break
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What is your current education level?

o
o
o
o
o
o
o
o

Less than high school diploma (1)
High school diploma or equivalent (2)
Some college (No degree) (3)
Technical degree or certification (4)
Associate's degree (5)
Bachelor's degree (6)
Master's degree (7)
Doctorate or Ph.D. (8)

Page Break
Do you have a disability?

o
o
o

Yes (1)
No (2)
Prefer not to respond (3)

Page Break
Does your friend or a family member have a disability?

o
o
o

Yes (1)
No (2)
Prefer not to respond (3)

Page Break
What is your zip code?
________________________________________________________________
End of Block: Demographics

153

References
Aguinis, H. (2011). Organizational responsibility: Doing good and doing well. In S.
Zedeck (Ed.), APA Handbook of Industrial and Organizational Psychology (pp.
855-879). Washington, DC: American Psychological Association.
Ahn, J., & Kwon, J. (2020). CSR perception and revisit intention: The roles of trust and
commitment. Journal of Hospitality and Tourism Insights, 3(5), 607-623.
https://doi.org/10.1108/JHTI-02-2020-0022
Ahn, J., & Soeiro, J. D. (2021). Exploring the role of intrinsic and extrinsic CSR
attributes for customers’ positive behavioural intention in the hotel
industry. Social Responsibility Journal, 18(3), 663-678.
https://doi.org/10.1108/SRJ-06-2020-0246
Ahn, J., Wong, M. L., & Kwon, J. (2020). Different role of hotel CSR activities in the
formation of customers’ brand loyalty. International Journal of Quality and
Service Sciences, 12(3), 337-353. https://doi.org/10.1108/IJQSS-02-2020-0028
Albrecht, K. (1992). The only thing that matters: Bringing the power of the customer into
the center of your business. New York, NY: Harper Business
Alexander, N. (2009). Brand authentication: Creating and maintaining brand
auras. European Journal of Marketing, 43(3-4), 551-562.
https://doi.org/10.1108/03090560910935578
Alexandris, K., Du, J., Funk, D., & Theodorakis, N. D. (2017). Leisure constraints and
the psychological continuum model: A study among recreational mountain

154

skiers. Leisure Studies, 36(5), 670-683.
https://doi.org/10.1080/02614367.2016.1263871
Alexandris, K., Kouthouris, C., Funk, D., & Giovani, C. (2009). Segmenting winter sport
tourists by motivation: The case of recreational skiers. Journal of Hospitality
Marketing & Management, 18(5), 480-499.
https://doi.org/10.1080/19368620902950048
Alhouti, S., Johnson, C. M., & Holloway, B. B. (2016). Corporate social responsibility
authenticity: Investigating its antecedents and outcomes. Journal of Business
Research, 69(3), 1242-1249. https://doi.org/10.1016/j.jbusres.2015.09.007
Almeida, M. D. G. M. C., & Coelho, A. F. M. (2019). The antecedents of corporate
reputation and image and their impacts on employee commitment and
performance: The moderating role of CSR. Corporate Reputation Review, 22(1),
10-25. https://doi.org/10.1057/s41299-018-0053-8
Alrubaiee, L. S., Aladwan, S., Joma, M. H. A., Idris, W. M., & Khater, S. (2017).
Relationship between corporate social responsibility and marketing performance:
The mediating effect of customer value and corporate image. International
Business Research, 10(2), 104-123. http://dx.doi.org/10.5539/ibr.v10n2p104
Altman, D. G., & Royston, P. (2006). The cost of dichotomising continuous variables.
BMJ, 332(7549), 1080. https://doi.org/10.1136/bmj.332.7549.1080
Arli, D., van Esch, P., Northey, G., Lee, M. S., & Dimitriu, R. (2019). Hypocrisy,
skepticism, and reputation: The mediating role of corporate social

155

responsibility. Marketing Intelligence & Planning, 37(6), 706-720.
https://doi.org/10.1108/MIP-10-2018-0434
Arnold, D. G., Beauchamp, T. L., & Bowie, N. E. (2014). Ethical theory and business
(9th ed.). London, UK: Pearson Education Limited.
Assael, H. (1992). Consumer behavior and marketing action (4th ed.). Boston, MA:
PWS-KENT Publishing Company.
Austin, P. C., & Brunner, L. J. (2004). Inflation of the type I error rate when a continuous
confounding variable is categorized in logistic regression analyses. Statistics in
Medicine, 23(7), 1159-1178. https://doi.org/10.1002/sim.1687
Babbie, E. (2013). The practice of social research (6th ed.). Belmont, CA: Wadsworth.
Babiak, K., & Wolfe, R. (2006). More than just a game? Corporate social responsibility
and Super Bowl XL. Sport Marketing Quarterly, 15(4), 214-222.
Babiak, K., & Wolfe, R. (2009). Determinants of corporate social responsibility in
professional sport: Internal and external factors. Journal of Sport Management,
23(6), 717-742. https://doi.org/10.1123/jsm.23.6.717
Babiak, K., & Wolfe, R. (2013). Perspectives on social responsibility in sport. In J. L.
Paramio-Salcines, K. Babiak, & G. Walters (Eds.), Routledge Handbook of Sport
and Corporate Social Responsibility (pp. 17-34). New York, NY: Routledge.
Baker, B. J., Du, J., Sato, M., & Funk, D. C. (2020). Rethinking segmentation within the
psychological continuum model using Bayesian analysis. Sport Management
Review, 23(4), 764-775. https://doi.org/10.1016/j.smr.2019.09.003

156

Barnett, M. L., & Salomon, R. M. (2012). Does it pay to be really good? Addressing the
shape of the relationship between social and financial performance. Strategic
Management Journal, 33(11), 1304-1320. https://doi.org/10.1002/smj.1980
Bason, T., & Anagnostopoulos, C. (2015). Corporate social responsibility through sport:
A longitudinal study of the FTSE100 companies. Sport, Business and
Management, 5(3), 218-241. https://doi.org/10.1108/SBM-10-2014-0044
BBC. (2019). Hannah Cockroft: Para-athletes don’t have equality in sponsorship deals.
Retrieved October 15, 2020, from https://www.bbc.com/sport/disabilitysport/48623171
Beaton, A. A., & Funk, D. C. (2008). An evaluation of theoretical frameworks for
studying physically active leisure. Leisure Sciences, 30(1), 53-70.
https://doi.org/10.1080/01490400701756410
Beaton, A. A., Funk, D. C., & Alexandris, K. (2009). Operationalizing a theory of
participation in physically active leisure. Journal of Leisure Research, 41(2), 175203. https://doi.org/10.1080/00222216.2009.11950165
Beaton, A. A., Funk, D. C., Ridinger, L., & Jordan, J. (2011). Sport involvement: A
conceptual and empirical analysis. Sport Management Review, 14(2), 126-140.
https://doi.org/10.1016/j.smr.2010.07.002
Becker-Olsen, K. L., Cudmore, B. A., & Hill, R. P. (2006). The impact of perceived
corporate social responsibility on consumer behavior. Journal of Business
Research, 59(1), 46-53. https://doi.org/10.1016/j.jbusres.2005.01.001

157

Behnam, M., Anagnostopoulos, C., Byers, T., & Papadimitriou, D. A. (2021). The impact
of perceived corporate social responsibility on value-in-use through customer
engagement in non-profit sports clubs: The moderating role of coproduction. European Sport Management Quarterly, 1-22.
https://doi.org/10.1080/16184742.2021.1929375
Behnam, M., Pyun, D. Y., Doyle, J. P., & Delshab, V. (2020a). The impact of consumer
knowledge on profitable consumer loyalty through perceived service quality and
psychological involvement in non-profit sport clubs. International Journal of
Sports Marketing & Sponsorship, 22(2), 407-427. https://doi.org/10.1108/IJSMS03-2020-0039
Behnam, M., Sato, M., Baker, B. J., Delshab, V., & Winand, M. (2020b). Connecting
customer knowledge management and intention to use sport services through
psychological involvement, commitment, and customer perceived value. Journal of
Sport Management, 34(6), 591-603. https://doi.org/10.1123/jsm.2020-0033
Beldad, A. D., Seijdel, C. T., & de Jong, M. D. (2020). Managing corporate social
responsibility (CSR) together: The effects of stakeholder participation and thirdparty organization (TPO) endorsement on CSR initiative effectiveness. Corporate
Reputation Review, 23(4), 225-240. https://doi.org/10.1057/s41299-019-00082-0
Bem, D. J. (1967). Self-perception: An alternative interpretation of cognitive dissonance
phenomena. Psychological Review, 74(3), 183-200.
https://doi.org/10.1037/h0024835

158

Bem, D. J. (1972). Self-perception theory. Advances in Experimental Social
Psychology, 6(1), 1-62.
Beverland, M. B., & Farrelly, F. J. (2010). The quest for authenticity in consumption:
Consumers’ purposive choice of authentic cues to shape experienced outcomes.
Journal of Consumer Research, 36(5), 838-856. https://doi.org/10.1086/615047
Bhattacharya, C. B., Korschun, D., & Sen, S. (2009). Strengthening stakeholder–
company relationships through mutually beneficial corporate social responsibility
initiatives. Journal of Business Ethics, 85(2), 257-272.
https://doi.org/10.1007/s10551-008-9730-3
Bhattacharya, C. B., & Sen, S. (2004). Doing better at doing good: When, why, and how
consumers respond to corporate social initiatives. California Management
Review, 47(1), 9-24.
Bhattacharya, C. B., Sen, S., & Korschun, D. (2008). Using corporate social
responsibility to win the war for talent. MIT Sloan Management Review, 49(2), 3744.
Bianchi, E., Bruno, J. M., & Sarabia-Sanchez, F. J. (2019). The impact of perceived CSR
on corporate reputation and purchase intention. European Journal of Management
and Business Economics, 28(3), 206-221. https://doi.org/10.1108/EJMBE-12-20170068
Billings, A. C., Scott, O. K., Brown, K. A., Lewis, M., & Devlin, M. B. (2019). The
patriotism down under: Nationalized qualities and Australian media consumption

159

of the 2016 Rio Olympic Games. International Review for the Sociology of
Sport, 54(3), 325-347. https://doi.org/10.1177/1012690217717945
Bitner, M. J., Faranda, W. T., Hubbert, A. R., & Zeithaml, V. A. (1997). Customer
contributions and roles in service delivery. International Journal of Service
Industry Management, 8(3), 193-205. https://doi.org/10.1108/09564239710185398
Bloom, P. N., Hussein, P. Y. & Szykman, L. R. (1997). The benefits of Corporate Social
marketing initiatives. In M. E. Goldberg, M. Fishbein & S. E. Middlestadt (Eds),
Social Marketing: Theoretical and Practical perspectives. London: Lawrence
Erlbaum Association
Blowfield, M., & Murray, A. (2008). Corporate Responsibility: A Critical Introduction.
Oxford: Oxford University Press.
Bouchet, P., Bodet, G., Bernache-Assollant, I., & Kada, F. (2011). Segmenting sport
spectators: Construction and preliminary validation of the Sporting Event
Experience Search (SEES) scale. Sport Management Review, 14(1), 42-53.
https://doi.org/10.1016/j.smr.2010.02.001
Bowen, H. R. (1953). Social responsibility of the businessman. Iowa City: University of
Iowa Press.
Breitbarth, T., Walzel, S., Anagnostopoulos, C., & van Eekeren, F. (2015). Corporate
social responsibility and governance in sport:“Oh, the things you can find, if you
don’t stay behind!”. Corporate Governance, 15(2), 254-273.
http://doi.org/10.1108/CG-02-2015-0025

160

Brief, A. P., & Motowidlo, S. J. (1986). Prosocial organizational behaviors. Academy of
Management Review, 11(4), 710-725. https://doi.org/10.5465/amr.1986.4283909
Bruhn, M., Schoenmüller, V., Schäfer, D., & Heinrich, D. (2012). Brand authenticity:
Towards a deeper understanding of its conceptualization and
measurement. Advances in Consumer Research, 40, 567-576.
https://ssrn.com/abstract=2402187
Byon, K. K., Carroll, M. S., Cottingham, M., Grady, J., & Allen, J. T. (2011). Examining
gender differences in the effect of spectator motivation on sport consumption
behaviors at collegiate wheelchair basketball games. Journal of Venue & Event
Management, 3(1), 11-28.
Calder, B. J., Phillips, L. W., & Tybout, A. M. (1981). Designing research for
application. Journal of Consumer Research, 8(2), 197-207.
https://doi.org/10.1086/208856
Campbell, D. T., & Fiske, D. W. (1959). Convergent and discriminant validation by the
multitrait-multimethod matrix. Psychological Bulletin, 56(2), 81-105.
https://doi.org/10.1037/h0046016
Cappannelli, G., & Cappannelli, S. C. (2004). Authenticity: Simple strategies for greater
meaning and purpose at work and at home. Indianapolis, IN: Emmis Books.
Carroll, A. B. (1979). A three-dimensional conceptual model of corporate
performance. Academy of Management Review, 4(4), 497-505.
https://doi.org/10.5465/amr.1979.4498296

161

Carroll, A. B. (1983). Corporate social responsibility: Will industry respond to cutbacks
in social program funding. Vital Speeches of the Day, 49(19), 604-608.
Carroll, A. B. (1991). The pyramid of corporate social responsibility: Toward the moral
management of organizational stakeholders. Business Horizons, 34(4), 39-48.
Carroll, A. B. (1999). Corporate social responsibility: Evolution of a definitional
construct. Business & Society, 38(3), 268-295.
https://doi.org/10.1177/000765039903800303
Carroll, A. B. (2008). A history of corporate social responsibility: Concepts and
practices. In A. Crane, A. McWilliams, D. Matten, J. Moon, & D. Siegel (Eds.),
The Oxford Handbook of Corporate Social Responsibility (pp. 19-46). New York,
NY: Oxford University Press.
Carroll, A. B., & Shabana, K. M. (2010). The business case for corporate social
responsibility: A review of concepts, research and practice. International Journal
of Management Reviews, 12(1), 85-105. https://doi.org/10.1111/j.14682370.2009.00275.x
Cha, M. K., Yi, Y., & Bagozzi, R. P. (2016). Effects of customer participation in
corporate social responsibility (CSR) programs on the CSR-brand fit and brand
loyalty. Cornell Hospitality Quarterly, 57(3), 235-249.
https://doi.org/10.1177/1938965515620679
Chandler, J., Paolacci, G., Peer, E., Mueller, P., & Ratliff, K. A. (2015). Using nonnaive
participants can reduce effect sizes. Psychological Science, 26(7), 1131-1139.
https://doi.org/10.1177/0956797615585115

162

Chang, M. J., Kang, J. H., Ko, Y. J., & Connaughton, D. P. (2017). The effects of
perceived team performance and social responsibility on pride and word-of-mouth
recommendation. Sport Marketing Quarterly, 26(1), 31-41.
Chang, Y. C., Yeh, T. M., Pai, F. Y., & Huang, T. P. (2018). Sport activity for health!!
The effects of karate participants’ involvement, perceived value, and leisure
benefits on recommendation intention. International Journal of Environmental
Research and Public Health, 15(5), 953-968.
https://doi.org/10.3390/ijerph15050953
Chaudary, S., & Ali, M. (2016). The spillover effect of CSR initiatives on consumer
attitude and purchase intent: The role of customer-company identification with the
moderating effect of awareness. Pakistan Journal of Commerce and Social
Sciences (PJCSS), 10(2), 368-387. http://hdl.handle.net/10419/188258
Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and
brand affect to brand performance: The role of brand loyalty. Journal of
Marketing, 65(2), 81-93. https://doi.org/10.1509/jmkg.65.2.81.18255
Chen, H., Bernard, S., & Rahman, I. (2019). Greenwashing in hotels: A structural model
of trust and behavioral intentions. Journal of Cleaner Production, 206, 326-335.
https://doi.org/10.1016/j.jclepro.2018.09.168
Chiu, W., & Won, D. (2016). Consumer-brand relationships in sports products and
repurchase intention: An application of the investment model. International
Journal of Sports Marketing and Sponsorship, 17(3), 243-259.
https://doi.org/10.1108/IJSMS-08-2016-013

163

Chiu, W., Won, D., & Bae, J. S. (2019). Customer value co-creation behaviour in fitness
centres: How does it influence customers’ value, satisfaction, and repatronage
intention? Managing Sport and Leisure, 24(1-3), 32-44.
https://doi.org/10.1080/23750472.2019.1579666
Chiu, W., Won, D., & Leng, H. K. (2019). The relationship between sport involvement,
perceived event prestige, and the intention to attend annual spectator events:
Moderating effects of gender and past experience. Asia Pacific Journal of
Marketing and Logistics, 31(5), 1405-1421. https://doi.org/10.1108/APJML-032018-0103
Cho, I., Kim, M., & Kaplanidou, K. (2020). The role of title sponsor’s philanthropy and
team authenticity on fan identity and citizenship behaviors. International Journal
of Sports Marketing & Sponsorship, 21(1), 148-169.
http://doi.org/10.1108/IJSMS-09-2018-0093
Cho, K., Han, S. H., Kim, H. J., & Kim, S. (2021). The valuation effects of corporate
social responsibility on mergers and acquisitions: Evidence from U.S. target
firms. Corporate Social Responsibility and Environmental Management, 28(1),
378-388. https://doi.org/10.1002/csr.2055
Choi, B., & La, S. (2013). The impact of corporate social responsibility (CSR) and
customer trust on the restoration of loyalty after service failure and
recovery. Journal of Services Marketing, 27(3), 223-233.
https://doi.org/10.1108/08876041311330717

164

Cialdini, R. B., Borden, R. J., Thorne, A., Walker, M. R., Freeman, S., & Sloan, L. R.
(1976). Basking in reflected glory: Three (football) field studies. Journal of
Personality and Social Psychology, 34(3), 366-375. https://doi.org/10.1037/00223514.34.3.366
Cohen, J. (1983). The cost of dichotomization. Applied Psychological
Measurement, 7(3), 249-253. https://doi.org/10.1177/014662168300700301
Cone Communications CSR Study. (2017). Americans willing to buy or boycott
companies based on corporate values, according to new research by Cone
Communications. Retrieved May 19, 2022, from https://conecomm.com/2017-515-americans-willing-to-buy-or-boycott-companies-based-on-corporate-valuesaccording-to-new-research-by-cone-communications/
Coombs, T., & Holladay, S. (2015). CSR as crisis risk: Expanding how we conceptualize
the relationship. Corporate Communications: An International Journal, 20(2),
144-162. https://doi.org/10.1108/CCIJ-10-2013-0078
Cottingham, M., Carroll, M. S., Phillips, D., Karadakis, K., Gearity, B. T., & Drane, D.
(2014a). Development and validation of the motivation scale for disability sport
consumption. Sport Management Review, 17(1), 49-64.
https://doi.org/10.1016/j.smr.2013.11.001
Cottingham, M., Gearity, B., & Byon, K. (2013). A qualitative examination of disability
sport executives' perceptions of sport promotion and the acquisition of sponsors.
Sport Marketing Quarterly, 22(2), 92-100.

165

Cottingham, M., & Petersen-Wagner, R. (2018). Marketing of Paralympic sports:
Attracting spectators and sponsors. In I. Brittain & A. Beacom (Eds.), The
Palgrave Handbook of Paralympic Studies (pp. 605-624). London, UK: Palgrave
Macmillan.
Cottingham, M., Phillips, D., Hall, S. A., Gearity, B. T., & Carroll, M. S. (2014b).
Application of the motivation scale for disability sport consumption: An
examination of intended future consumption behavior of collegiate wheelchair
basketball spectators. Journal of Sport Behavior, 37(2), 117-133.
Creyer, E. H. (1997). The influence of firm behavior on purchase intention: Do
consumers really care about business ethics? Journal of Consumer Marketing,
14(6), 421-432. https://doi.org/10.1108/07363769710185999
Crosby, L. A., Evans, K. R., & Cowles, D. (1990). Relationship quality in services
selling: An interpersonal influence perspective. Journal of Marketing, 54(3), 6881. https://doi.org/10.1177/002224299005400306
Cuypers, I. R., Koh, P. S., & Wang, H. (2016). Sincerity in corporate philanthropy,
stakeholder perceptions and firm value. Organization Science, 27(1), 173-188.
https://doi.org/10.1287/orsc.2015.1030
Dalal, B. (2020). The antecedents and consequences of CSR skepticism: An integrated
framework. Journal of Sustainable Marketing, 1(1), 1-9.
https://doi.org/10.51300/josm-2020-18
Darcy, S., Frawley, S., & Adair, D. (2017). Managing the Paralympics. United Kingdom,
LDN: Palgrave Macmillan.

166

Davis, F. D., & Warshaw, P. R. (1992). What do intention scales measure? The Journal
of General Psychology, 119(4), 391-407.
https://doi.org/10.1080/00221309.1992.9921181
Davis, K. (1973). The case for and against business assumption of social responsibilities.
Academy of Management Journal, 16(2), 312-322. https://doi.org/10.5465/255331
De Groot, M., & Robinson, T. (2008). Sport fan attachment and the psychological
continuum model: A case study of an Australian football league
fan. Leisure/Loisir, 32(1), 117-138.
https://doi.org/10.1080/14927713.2008.9651402
De Ruyter, K., & Wetzels, M. (2000). With a little help from my fans–Extending models
of pro-social behaviour to explain supporters’ intentions to buy soccer club
shares. Journal of Economic Psychology, 21(4), 387-409.
https://doi.org/10.1016/S0167-4870(00)00010-6
De Wulf, K., Odekerken-Schröder, G., & Iacobucci, D. (2001). Investments in consumer
relationships: A cross-country and cross-industry exploration. Journal of
Marketing, 65(4), 33-50. https://doi.org/10.1509/jmkg.65.4.33.18386
Dean, D. H. (2003). Consumer perception of corporate donations effects of company
reputation for social responsibility and type of donation. Journal of
Advertising, 32(4), 91-102. https://doi.org/10.1080/00913367.2003.10639149
Delgado‐Ballester, E., & Munuera‐Alemán, J. L. (2001). Brand trust in the context of
consumer loyalty. European Journal of marketing, 35(11-12), 1238-1258.
https://doi.org/10.1108/EUM0000000006475

167

Deng, X., & Xu, Y. (2017). Consumers’ responses to corporate social responsibility
initiatives: The mediating role of consumer–company identification. Journal of
Business Ethics, 142(3), 515-526. https://doi.org/10.1007/s10551-015-2742-x
Djaballah, M., Hautbois, C., & Desbordes, M. (2017). Sponsors’ CSR strategies in sport:
A sensemaking approach of corporations established in France. Sport
Management Review, 20(2), 211-225. https://doi.org/10.1016/j.smr.2016.07.002
Dorai, S., Balasubramanian, N., & Sivakumaran, B. (2021). Enhancing relationships in etail: Role of relationship quality and duration. Journal of Retailing and Consumer
Services, 58, 1-14. https://doi.org/10.1016/j.jretconser.2020.102293
Doyle, J., Kunkel, T., & Funk, D. (2013). Sport spectator segmentation: Examining the
differing psychological connections amongst spectators of leagues and teams.
International Journal of Sports Marketing and Sponsorship, 14(2), 20-36.
https://doi.org/10.1108/IJSMS-14-02-2013-B003
Du, S., Bhattacharya, C. B., & Sen, S. (2010). Maximizing business returns to corporate
social responsibility (CSR): The role of CSR communication. International
Journal of Management Reviews, 12(1), 8-19. https://doi.org/10.1111/j.14682370.2009.00276.x
Du, S., Bhattacharya, C. B., & Sen, S. (2011). Corporate social responsibility and
competitive advantage: Overcoming the trust barrier. Management Science, 57(9),
1528-1545. https://doi.org/10.1287/mnsc.1110.1403

168

Dwyer, B., Greenhalgh, G. P., & LeCrom, C. W. (2015). Exploring fan behavior:
Developing a scale to measure sport eFANgelism. Journal of Sport
Management, 29(6), 642-656. https://doi.org/10.1123/JSM.2014-0201
Eggers, F., O’Dwyer, M., Kraus, S., Vallaster, C., & Güldenberg, S. (2013). The impact
of brand authenticity on brand trust and SME growth: A CEO
perspective. Journal of World Business, 48(3), 340-348.
https://doi.org/10.1016/j.jwb.2012.07.018
El-Kassar, A. N., Yunis, M., Alsagheer, A., Tarhini, A., & Ishizaka, A. (2021). Effect of
corporate ethics and social responsibility on OCB: The role of employee
identification and perceived CSR significance. International Studies of
Management & Organization, 51(3), 218-236.
https://doi.org/10.1080/00208825.2021.1959880
Enders, C. K. (2010). Applied missing data analysis. New York, NY: The Guilford Press.
Falt, E. (2006). Guest editorial: Sport and the environment. Environmental Health
Perspectives, 114(5), A268-A269. https://doi.org/10.1289/ehp.114-a268
Fatma, M., & Khan, I. (2020). An investigation of consumer evaluation of authenticity of
their company's CSR engagement. Total Quality Management & Business
Excellence, 1-18. https://doi.org/10.1080/14783363.2020.1791068
Fatma, M., & Khan, I. (2022). An investigation of consumer evaluation of authenticity of
their company's CSR engagement. Total Quality Management & Business
Excellence, 33(1-2), 55-72. https://doi.org/10.1080/14783363.2020.1791068

169

Fatmawati, I., & Fauzan, N. (2021). Building customer trust through corporate social
responsibility: The Effects of corporate reputation and word of mouth. The
Journal of Asian Finance, Economics and Business, 8(3), 793-805.
https://doi.org/10.13106/jafeb.2021.vol8.no3.0793
Field, A. (2013). Discovering statistics using IBM SPSS statistics (4th ed.). Thousand
Oaks, CA: SAGE Publications.
FIFA. (n.d.). Football for Hope: Football’s commitment to social development. Retrieved
October 12, 2020, from
https://www.sportanddev.org/sites/default/files/downloads/footballforhope_comm
itment_to_social_development.pdf
FIFA. (2010). FIFA launches 2010 FIFA World Cup legacy trust for South Africa.
Retrieved October 12, 2020, from https://www.fifa.com/worldcup/news/fifalaunches-2010-fifa-world-cup-legacy-trust-for-south-africa-1350917
FIFA. (2015). FIFA celebrates ten years of Football for Hope. Retrieved October 12,
2020, from https://www.fifa.com/who-we-are/news/fifa-celebrates-ten-years-offootball-for-hope-2603062
Filo, K., Chen, N., King, C., & Funk, D. C. (2013). Sport tourists’ involvement with a
destination: A stage-based examination. Journal of Hospitality & Tourism
Research, 37(1), 100-124. https://doi.org/10.1177/1096348011425496
Fombrun, C. J., Gardberg, N. A., & Barnett, M. L. (2000). Opportunity platforms and
safety nets: Corporate citizenship and reputational risk. Business and Society
Review, 105(1), 85-106. http://ssrn.com/abstract=1088404

170

Freeman, R. E. (1984). Strategic management: A stakeholder approach. Boston, MA:
Pitman Publishing Inc.
Freeman, R. E., Harrison, J. S., & Wicks, A. C. (2007). Managing for stakeholders:
Survival, reputation, and success. New Haven, CT: Yale University Press.
Friedman, M. (1970). The social responsibility of business is to increase its profits.
Retrieved March 24, 2021, from
https://www.nytimes.com/1970/09/13/archives/a-friedman-doctrine-the-socialresponsibility-of-business-is-to.html
Funk, D. C. (2008). Consumer behaviour in sport and events: Marketing action.
Burlington, MA: Butterworth-Heinemann.
Funk, D. C., & James, J. (2001). The psychological continuum model: A conceptual
framework for understanding an individual's psychological connection to
sport. Sport Management Review, 4(2), 119-150. https://doi.org/10.1016/S14413523(01)70072-1
Funk, D. C., & James, J. D. (2006). Consumer loyalty: The meaning of attachment in the
development of sport team allegiance. Journal of Sport Management, 20(2), 189217. https://doi.org/10.1123/jsm.20.2.189
Funk, D., Lock, D., Karg, A., & Pritchard, M. (2016). Sport consumer behavior research:
Improving our game. Journal of Sport Management, 30(2), 113-116.
https://doi.org/10.1123/jsm.2016-0028
Gallo, A. (2014). The value of keeping the right customers. Retrieved May 20, 2022,
from https://hbr.org/2014/10/the-value-of-keeping-the-right-customers

171

Goldstein, N. J., & Cialdini, R. B. (2007). The spyglass self: A model of vicarious selfperception. Journal of Personality and Social Psychology, 92(3), 402-417.
https://doi.org/10.1037/0022-3514.92.3.402
Guignon, C. (2008). Authenticity. Philosophy Compass, 3(2), 277-290.
https://doi.org/10.1111/j.1747-9991.2008.00131.x
Gumas, J. (2018). Pro sports teams can be challenger brands, too. Retrieved June 15,
2022, from https://www.forbes.com/sites/forbesagencycouncil/2018/04/25/prosports-teams-can-be-challenger-brands-too/?sh=14315bc971a3
Gutman, J. (1982). A means-end chain model based on consumer categorization
processes. Journal of Marketing, 46(2), 60-72.
https://doi.org/10.1177/002224298204600207
Guttmann, A. (1986). Sports spectators. New York, NY: Columbia University Press.
Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data
analysis (7th ed.). New Jersey, NJ: Pearson Prentice Hall.
Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data
analysis (8th ed.). Hampshire, UK: Cengage Learning EMEA.
Haley, E. (1996). Exploring the construct of organization as source: Consumers'
understandings of organizational sponsorship of advocacy advertising. Journal of
Advertising, 25(2), 19-35. https://doi.org/10.1080/00913367.1996.10673497
Hamil, S., & Morrow, S. (2011). Corporate social responsibility in the Scottish Premier
League: Context and motivation. European Sport Management Quarterly, 11(2),
143-170. https://doi.org/10.1080/16184742.2011.559136

172

Han, H., Al-Ansi, A., Chi, X., Baek, H., & Lee, K. S. (2020). Impact of environmental
CSR, service quality, emotional attachment, and price perception on word-ofmouth for full-service airlines. Sustainability, 12(10), 3974.
https://doi.org/10.3390/su12103974
Harrison, V. S., Vafeiadis, M., & Bober, J. (2022). Greening professional sport: How
communicating the fit, proximity, and impact of sustainability efforts affects fan
perceptions and supportive intentions. Sustainability, 14(6), 3139.
https://doi.org/10.3390/su14063139
Havitz, M. E., & Dimanche, F. (1999). Leisure involvement revisited: Drive properties
and paradoxes. Journal of Leisure Research, 31(2), 122-149.
https://doi.org/10.1080/00222216.1999.11949854
Hayes, A. F. (2022). Introduction to mediation, moderation, and conditional process
analysis: A regression-based approach (3rd ed.). New York, NY: Guilford Press.
Heere, B., & James, J. D. (2007). Sports teams and their communities: Examining the
influence of external group identities on team identity. Journal of Sport
Management, 21(3), 319-337. https://doi.org/10.1123/jsm.21.3.319
Hennig-Thurau, T., Gwinner, K. P., & Gremler, D. D. (2002). Understanding relationship
marketing outcomes: An integration of relational benefits and relationship
quality. Journal of Service Research, 4(3), 230-247.
https://doi.org/10.1177/1094670502004003006

173

Hernandez-Fernandez, A., & Lewis, M. C. (2019). Brand authenticity leads to perceived
value and brand trust. European Journal of Management and Business
Economics, 28(3), 222-238. https://doi.org/10.1108/EJMBE-10-2017-0027
Hertz, S. G., & Krettenauer, T. (2016). Does moral identity effectively predict moral
behavior? A meta-analysis. Review of General Psychology, 20(2), 129-140.
https://doi.org/10.1037/gpr0000062
Hur, W. M., Moon, T. W., & Kim, H. (2020). When and how does customer engagement
in CSR initiatives lead to greater CSR participation? The role of CSR credibility
and customer–company identification. Corporate Social Responsibility and
Environmental Management, 27(4), 1878-1891. https://doi.org/10.1002/csr.1933
Hwang, G., Kihl, L. A., & Inoue, Y. (2020). Corporate social responsibility and college
sports fans’ online donations. International Journal of Sports Marketing and
Sponsorship, 21(4), 597-616. https://doi.org/10.1108/IJSMS-07-2019-0079
Iglesias, O., Markovic, S., Bagherzadeh, M., & Singh, J. J. (2020). Co-creation: A key
link between corporate social responsibility, customer trust, and customer
loyalty. Journal of Business Ethics, 163(1), 151-166.
https://doi.org/10.1007/s10551-018-4015-y
Inoue, Y., Funk, D. C., & McDonald, H. (2017). Predicting behavioral loyalty through
corporate social responsibility: The mediating role of involvement and
commitment. Journal of Business Research, 75, 46-56.
https://doi.org/10.1016/j.jbusres.2017.02.005

174

Inoue, Y., & Kent, A. (2012). Investigating the role of corporate credibility in corporate
social marketing: A case study of environmental initiatives by professional sport
organizations. Sport Management Review, 15(3), 330-344.
https://doi.org/10.1016/j.smr.2011.12.002
Inoue, Y., Kent, A., & Lee, S. (2011). CSR and the bottom line: Analyzing the link
between CSR and financial performance for professional teams. Journal of Sport
Management, 25(6), 531-549. https://doi.org/10.1123/jsm.25.6.531
Inoue, Y., Mahan III, J. E., & Kent, A. (2013). Enhancing the benefits of professional
sport philanthropy: The roles of corporate ability and communication
strategies. Sport Management Review, 16(3), 314-325.
https://doi.org/10.1016/j.smr.2012.10.003
International Paralympic Committee. (2018). Record international audiences for
PyeongChang 2018. Retrieved October 17, 2020, from
https://www.paralympic.org/news/record-international-audiences-pyeongchang2018
Irwin, R. L., Lachowetz, T., Comwell, T. B., & Clark, J. S. (2003). Cause-related sport
sponsorship: An assessment of spectator beliefs, attitudes, and behavioral
intentions. Sport Marketing Quarterly, 12(3), 131-139.
Itani, O. S., Kassar, A. N., & Loureiro, S. M. C. (2019). Value get, value give: The
relationships among perceived value, relationship quality, customer engagement,
and value consciousness. International Journal of Hospitality Management, 80,
78-90. https://doi.org/10.1016/j.ijhm.2019.01.014

175

James, J. D., Kolbe, R. H., & Trail, G. T. (2002). Psychological connection to a new sport
team: Building or maintaining the consumer base? Sport Marketing
Quarterly, 11(4), 215-226.
Jensen, J. A., Turner, B. A., James, J., McEvoy, C., Seifried, C., Delia, E., Greenwell, T.
C., Ross, S., & Walsh, P. (2016). Forty years of BIRGing: New perspectives on
Cialdini’s seminal studies. Journal of Sport Management, 30(2), 149-161.
https://doi.org/10.1123/jsm.2015-0340
Jeon, J. H., & Casper, J. M. (2021). An examination of recreational golfers’
psychological connection, participation behavior, and perceived
constraints. Journal of Leisure Research, 52(1), 62-76.
https://doi.org/10.1080/00222216.2020.1746708
Joo, S., Miller, E. G., & Fink, J. S. (2019). Consumer evaluations of CSR authenticity:
Development and validation of a multidimensional CSR authenticity
scale. Journal of Business Research, 98, 236-249.
https://doi.org/10.1016/j.jbusres.2019.01.060
Kang, J., & Hustvedt, G. (2014). Building trust between consumers and corporations: The
role of consumer perceptions of transparency and social responsibility. Journal of
Business Ethics, 125(2), 253-265. https://doi.org/10.1007/s10551-013-1916-7
Kao, E. H., Yeh, C. C., Wang, L. H., & Fung, H. G. (2018). The relationship between
CSR and performance: Evidence in China. Pacific-Basin Finance Journal, 51,
155-170. https://doi.org/10.1016/j.pacfin.2018.04.006

176

Khan, M. T., Khan, N. A., Ahmed, S., & Ali, M. (2012). Corporate social responsibility
(CSR) – Definition, concepts and scope. Universal Journal of Management and
Social Sciences, 2(7), 41-52.
Kim, C., & Kaplanidou, K. (2019). The effect of sport involvement on support for mega
sport events: Why does it matter. Sustainability, 11(20), 5687.
https://doi.org/10.3390/su11205687
Kim, D., Ko, Y., Lee, J. L., & Kim, Y. C. (2019). The impact of CSR-linked sport
sponsorship on consumers’ reactions to service failures. International Journal of
Sports Marketing and Sponsorship, 21(1), 70-90. https://doi.org/10.1108/IJSMS01-2019-0011
Kim, J. H., & Jang, S. S. (2014). A scenario-based experiment and a field study: A
comparative examination for service failure and recovery. International Journal
of Hospitality Management, 41, 125-132.
https://doi.org/10.1016/j.ijhm.2014.05.004
Kim, J. S., Song, H., Lee, C. K., & Lee, J. Y. (2017). The impact of four CSR dimensions
on a gaming company’s image and customers’ revisit intentions. International
Journal of Hospitality Management, 61, 73-81.
https://doi.org/10.1016/j.ijhm.2016.11.005
Kim, K. T., Kwak, D. H., & Babiak, K. (2015). Gender differences on the effect of CSR
engagement on team attitude and loyalty: A case study of a professional soccer
club in Korea. International Journal of Sport Management and Marketing, 16(12), 92-111.

177

Kim, M., & Stepchenkova, S. (2020). Corporate social responsibility authenticity from
the perspective of restaurant consumers. The Service Industries Journal, 40(1516), 1140-1166. https://doi.org/10.1080/02642069.2020.1760249
Kim, S., & Manoli, A. E. (2022). Building team brand equity through perceived CSR:
The mediating role of dual identification. Journal of Strategic Marketing, 30(3),
281-295. https://doi.org/10.1080/0965254X.2020.1795912
Kim, Y. K., & Trail, G. (2011). A conceptual framework for understanding relationships
between sport consumers and sport organizations: A relationship quality
approach. Journal of Sport Management, 25(1), 57-69.
Kline, R. B. (2015). Principles and practice of structural equation modeling (3rd ed.).
New York, NY: The Guilford Press.
Ko, Y. J., Kim, K., Claussen, C. L., & Kim, T. H. (2008). The effects of sport
involvement, sponsor awareness and corporate image on intention to purchase
sponsors' products. International Journal of Sports Marketing and Sponsorship,
9(2), 6-21. https://doi.org/10.1108/IJSMS-09-02-2008-B004
Ko, Y. J., Rhee, Y. C., Kim, Y. K., & Kim, T. (2014). Perceived corporate social
responsibility and donor behavior in college athletics: The mediating effects of
trust and commitment. Sport Marketing Quarterly, 23(2), 73-82.
Koch, C., Bekmeier-Feuerhahn, S., Bögel, P. M., & Adam, U. (2019). Employees’
perceived benefits from participating in CSR activities and implications for
increasing employees engagement in CSR. Corporate Communications: An

178

International Journal. 24(2), 303-317. https://doi.org/10.1108/CCIJ-12-20170123
Kotler, P., Armstrong, G., Harris, L. C., & He, H. (2020). Principles of marketing (8th
ed.). Harlow, UK: Pearson.
Kotler, P., & Lee, N. (2004). Corporate social responsibility: Doing the most good for
your company and your cause. Hoboken, NJ: John Wiley & Sons, Inc.
Kotler, P., & Lee, N. (2005). Best of breed: When it comes to gaining a market edge
while supporting a social cause, “corporate social marketing” leads the
pack. Social Marketing Quarterly, 11(3-4), 91-103.
http://dx.doi.org/10.1080/15245000500414480
Kwon, J., & Ahn, J. (2020). The effect of green CSR skepticism on positive attitude,
reactance, and behavioral intention. Journal of Hospitality and Tourism Insights,
4(1), 59-76. https://doi.org/10.1108/JHTI-05-2020-0074
Lacey, R., & Kennett-Hensel, P. A. (2010). Longitudinal effects of corporate social
responsibility on customer relationships. Journal of Business Ethics, 97(4), 581597. https://doi.org/10.1007/s10551-010-0526-x
Lacey, R., Kennett-Hensel, P. A., & Manolis, C. (2015). Is corporate social responsibility
a motivator or hygiene factor? Insights into its bivalent nature. Journal of the
Academy of Marketing Science, 43(3), 315-332. https://doi.org/10.1007/s11747014-0390-9
Latif, K. F., Pérez, A., & Sahibzada, U. F. (2020). Corporate social responsibility (CSR)
and customer loyalty in the hotel industry: A cross-country study. International

179

Journal of Hospitality Management, 89, 1-13.
https://doi.org/10.1016/j.ijhm.2020.102565
Lee, J., & Chung, L. (2019). Effects of perceived brand authenticity in health functional
food consumers. British Food Journal, 122(2), 617-634.
https://doi.org/10.1108/BFJ-07-2019-0515
Lee, K. H., & Shin, D. (2010). Consumers’ responses to CSR activities: The linkage
between increased awareness and purchase intention. Public Relations
Review, 36(2), 193-195. https://doi.org/10.1016/j.pubrev.2009.10.014
Lee, S., Lee, W., & Jeon, H. Y. (2017). Tourists' psychological connection to pop culture
tourism: A perspective of psychological continuum model. Tourism Review
International, 21(1), 31-47. https://doi.org/10.3727/154427217X14858894687513
Lee, S. Y., Zhang, W., & Abitbol, A. (2019). What makes CSR communication lead to
CSR participation? Testing the mediating effects of CSR associations, CSR
credibility, and organization–public relationships. Journal of Business
Ethics, 157(2), 413-429. https://doi.org/10.1007/s10551-017-3609-0
Leonidou, C. N., & Skarmeas, D. (2017). Gray shades of green: Causes and
consequences of green skepticism. Journal of Business Ethics, 144(2), 401-415.
https://doi.org/10.1007/s10551-015-2829-4
Leonidou, L. C., Kvasova, O., Leonidou, C. N., & Chari, S. (2013). Business unethicality
as an impediment to consumer trust: The moderating role of demographic and
cultural characteristics. Journal of Business Ethics, 112(3), 397-415.
https://doi.org/10.1007/s10551-012-1267-9

180

Levermore, R. (2010). CSR for development through sport: Examining its potential and
limitations. Third World Quarterly, 31(2), 223-241.
https://doi.org/10.1080/01436591003711967
Lichtenstein, D. R., Drumwright, M. E., & Braig, B. M. (2004). The effect of corporate
social responsibility on customer donations to corporate-supported
nonprofits. Journal of Marketing, 68(4), 16-32.
https://doi.org/10.1509/jmkg.68.4.16.42726
Lie, D., Sudirman, A., Efendi, E., & Butarbutar, M. (2019). Analysis of mediation effect
of consumer satisfaction on the effect of service quality, price and consumer trust
on consumer loyalty. International Journal of Scientific and Technology
Research, 8(8), 412-428.
Lii, Y. S., & Lee, M. (2012). Doing right leads to doing well: When the type of CSR and
reputation interact to affect consumer evaluations of the firm. Journal of Business
Ethics, 105(1), 69-81. https://doi.org/10.1007/s10551-011-0948-0
Lii, Y. S., Wu, K. W., & Ding, M. C. (2013). Doing good does good? Sustainable
marketing of CSR and consumer evaluations. Corporate Social Responsibility and
Environmental Management, 20(1), 15-28. https://doi.org/10.1002/csr.294
Little, R. J. (1988). A test of missing completely at random for multivariate data with
missing values. Journal of the American Statistical Association, 83(404), 11981202.

181

Ma, S. C., & Kaplanidou, K. (2021). How corporate social responsibility and social
identities lead to corporate brand equity: An evaluation in the context of sport
teams as brand extensions. Sport Marketing Quarterly, 30(1), 16-29.
Maignan, I., & Ferrell, O. C. (2004). Corporate social responsibility and marketing: An
integrative framework. Journal of the Academy of Marketing Science, 32(1), 3-19.
https://doi.org/10.1177/0092070303258971
Mamo, Y., Agyemang, K. J., & Andrew, D. P. (2021). Types of CSR initiatives and fans'
social outcomes: The case of professional sport organizations. Sport Marketing
Quarterly, 30(2), 146-160. http://doi.org/10.32731/SMQ.302.062021.06
Manne, H. G., & Wallich, H. C. (1972). The modern corporation and social
responsibility. Washington, DC: American Enterprise Institute for Public Policy
Research.
Martínez, P., & Del Bosque, I. R. (2013). CSR and customer loyalty: The roles of trust,
customer identification with the company and satisfaction. International Journal
of Hospitality Management, 35, 89-99. https://doi.org/10.1016/j.ijhm.2013.05.009
Mazodier, M., & Merunka, D. (2012). Achieving brand loyalty through sponsorship: The
role of fit and self-congruity. Journal of the Academy of Marketing
Science, 40(6), 807-820. https://doi.org/10.1007/s11747-011-0285-y
Mazutis, D. D., & Slawinski, N. (2015). Reconnecting business and society: Perceptions
of authenticity in corporate social responsibility. Journal of Business
Ethics, 131(1), 137-150. https://doi.org/10.1007/s10551-014-2253-1

182

McGowan, R. A., & Mahon, J. F. (2009). Corporate social responsibility in professional
sports: An analysis of the NBA, NFL, and MLB. Academy of Business Disciplines
Journal, 1(1), 45-82.
McGuire, J. W. (1963). Business and society. New York, NY: McGraw Hill.
McShane, L., & Cunningham, P. (2012). To thine own self be true? Employees’
judgments of the authenticity of their organization’s corporate social
responsibility program. Journal of Business Ethics, 108(1), 81-100.
https://doi.org/10.1007/s10551-011-1064-x
Melendéz, S. E. (2001). The nonprofit sector and accountability. New Directions for
Philanthropic Fundraising, 2001(31), 121-132. https://doi.org/10.1002/pf.3107
Mercadé-Melé, P., Molinillo, S., Fernández-Morales, A., & Porcu, L. (2018). CSR
activities and consumer loyalty: The effect of the type of publicizing
medium. Journal of Business Economics and Management, 19(3), 431-455.
https://doi.org/10.3846/jbem.2018.5203
Mohr, L. A., & Webb, D. J. (2005). The effects of corporate social responsibility and
price on consumer responses. Journal of Consumer Affairs, 39(1), 121-147.
https://doi.org/10.1111/j.1745-6606.2005.00006.x
Mohr, L. A., Webb, D. J., & Harris, K. E. (2001). Do consumers expect companies to be
socially responsible? The impact of corporate social responsibility on buying
behavior. Journal of Consumer Affairs, 35(1), 45-72.
https://doi.org/10.1111/j.1745-6606.2001.tb00102.x

183

Molleda, J. C. (2010). Authenticity and the construct's dimensions in public relations and
communication research. Journal of Communication Management, 14(3), 223236. https://doi.org/10.1108/13632541011064508
Mombeuil, C., & Zhang, B. (2020). Authentic or cosmetic: Stakeholders’ attribution of
firms’ corporate social responsibility claims. Social Responsibility Journal, 17(6),
756-775. https://doi.org/10.1108/SRJ-07-2019-0248
Moorman, C., Deshpande, R., & Zaltman, G. (1993). Factors affecting trust in market
research relationships. Journal of Marketing, 57(1), 81-101.
https://doi.org/10.1177/002224299305700106
Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship
marketing. Journal of Marketing, 58(3), 20-38.
https://doi.org/10.1177/002224299405800302
Morhart, F., Malär, L., Guèvremont, A., Girardin, F., & Grohmann, B. (2015). Brand
authenticity: An integrative framework and measurement scale. Journal of
Consumer Psychology, 25(2), 200-218. https://doi.org/10.1016/j.jcps.2014.11.006
Moulard, J. G., Garrity, C. P., & Rice, D. H. (2015). What makes a human brand
authentic? Identifying the antecedents of celebrity authenticity. Psychology &
Marketing, 32(2), 173-186. https://doi.org/10.1002/mar.20771
Moulard, J. G., Raggio, R. D., & Folse, J. A. G. (2021). Disentangling the meanings of
brand authenticity: The entity-referent correspondence framework of
authenticity. Journal of the Academy of Marketing Science, 49(1), 96-118.
https://doi.org/10.1007/s11747-020-00735-1

184

Moyo, T., Joubert, E., & Davies, S. (2015). Corporate social responsibility and
organisational performance of a professional football club in South Africa.
Corporate Ownership & Control, 13(1), 610-618.
Mullin, B. J., Hardy, S., & Sutton, W. (2014). Sport marketing 4th edition. Champaign,
IL: Human Kinetics.
Murray, K. B., & Vogel, C. M. (1997). Using a hierarchy-of-effects approach to gauge
the effectiveness of corporate social responsibility to generate goodwill toward
the firm: Financial versus nonfinancial impacts. Journal of Business
Research, 38(2), 141-159. https://doi.org/10.1016/S0148-2963(96)00061-6
Napoli, J., Dickinson, S. J., Beverland, M. B., & Farrelly, F. (2014). Measuring
consumer-based brand authenticity. Journal of Business Research, 67(6), 10901098. https://doi.org/10.1016/j.jbusres.2013.06.001
Ng, M. (2022). The impact of corporate social responsibility expectations on purchase
intention of social enterprise products. Social Enterprise Journal.
https://doi.org/10.1108/SEJ-01-2022-0001
Nguyen, T. T. H., Nguyen, K. O., Cao, T. K., & Le, V. A. (2021). The impact of
corporate greenwashing behavior on consumers' purchase intentions of green
electronic devices: An empirical study in Vietnam. The Journal of Asian Finance,
Economics and Business, 8(8), 229-240.
https://doi.org/10.13106/jafeb.2021.vol8.no8.0229

185

Nyadzayo, M. W., Leckie, C., & McDonald, H. (2016). CSR, relationship quality, loyalty
and psychological connection in sports. Marketing Intelligence & Planning,
34(6), 883-898. https://doi.org/10.1108/MIP-08-2015-0148
Nyilasy, G., Gangadharbatla, H., & Paladino, A. (2014). Perceived greenwashing: The
interactive effects of green advertising and corporate environmental performance
on consumer reactions. Journal of Business Ethics, 125(4), 693-707.
https://doi.org/10.1007/s10551-013-1944-3
Obermiller, C., & Spangenberg, E. R. (1998). Development of a scale to measure
consumer skepticism toward advertising. Journal of Consumer Psychology, 7(2),
159-186. https://doi.org/10.1207/s15327663jcp0702_03
Öberseder, M., Schlegelmilch, B. B., & Murphy, P. E. (2013). CSR practices and
consumer perceptions. Journal of Business Research, 66(10), 1839-1851.
https://doi.org/10.1016/j.jbusres.2013.02.005
Oh, Y. S., Arthur-Banning, S. G., & Domka, M. (2020). SWOT analysis on the potential
growth of Football 5-a-side programme across the United States: An exploratory
case study approach for athletes with visual impairment. Sport in Society, 24(9),
1683-1697. https://doi.org/10.1080/17430437.2020.1768242
Paolacci, G., Chandler, J., & Ipeirotis, P. G. (2010). Running experiments on amazon
mechanical turk. Judgment and Decision Making, 5(5), 411-419.
Paramio-Salcines, J. L., Babiak, K., & Walters, G. (2013). Corporate social responsibility
within the sport industry: An overview of an emerging academic field. In J. L.

186

Paramio-Salcines, K. Babiak, & G. Walters (Eds.), Routledge handbook of sport
and corporate social responsibility (pp. 1-14). New York, NY: Routledge.
Park, E., Kim, K. J., & Kwon, S. J. (2017). Corporate social responsibility as a
determinant of consumer loyalty: An examination of ethical standard, satisfaction,
and trust. Journal of Business Research, 76, 8-13.
https://doi.org/10.1016/j.jbusres.2017.02.017
Peloza, J., & Shang, J. (2011). How can corporate social responsibility activities create
value for stakeholders? A systematic review. Journal of the Academy of
Marketing Science, 39(1), 117-135. https://doi.org/10.1007/s11747-010-0213-6
Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common
method biases in behavioral research: A critical review of the literature and
recommended remedies. Journal of Applied Psychology, 88(5), 879-903.
http://doi.org/10.1037/0021-9010.88.5.879
Porter, M. E., & Kramer, M. R. (2006). The link between competitive advantage and
corporate social responsibility. Harvard Business Review, 84(12), 78-92.
Pratomo, L. A., & Magetsari, O. N. N. (2020, September). Exploring the Consequences
of Brand Authenticity. In International Conference on Management, Accounting,
and Economy (ICMAE 2020) (pp. 336-339). Atlantis Press.
PricewaterhouseCoopers. (2016). Redefining business success in a changing world.
Retrieved May 19, 2022, from https://www.pwc.com/gx/en/ceosurvey/2016/landing-page/pwc-19th-annual-global-ceo-survey.pdf

187

Pronschinske, M., Groza, M. D., & Walker, M. (2012). Attracting Facebook 'fans': The
importance of authenticity and engagement as a social networking strategy for
professional sport teams. Sport Marketing Quarterly, 21(4), 221-231.
Quick, S. (2000). Contemporary sport consumers: Some implications of linking fan
typology with key spectator variables. Sport Marketing Quarterly, 9(3), 149-156.
Reynolds, T. J., & Olson, J. C. (2001). Understanding consumer decision making: The
means-end approach to marketing and advertising strategy. Mahwah, NJ:
Lawrence Erlbaum Associates.
Romani, S., & Grappi, S. (2014). How companies’ good deeds encourage consumers to
adopt pro-social behavior. European Journal of Marketing, 48(5-6), 943-963.
https://doi.org/10.1108/EJM-06-2012-0364
Romani, S., Grappi, S., & Bagozzi, R. P. (2016). Corporate socially responsible
initiatives and their effects on consumption of green products. Journal of Business
Ethics, 135(2), 253-264. https://doi.org/10.1007/s10551-014-2485-0
Rudzewicz, A., & Strychalska-Rudzewicz, A. (2021). The Influence of Brand Trust on
Consumer Loyalty. European Research Studies, 24, 454-470.
Saeidi, S. P., Sofian, S., Saeidi, P., Saeidi, S. P., & Saaeidi, S. A. (2015). How does
corporate social responsibility contribute to firm financial performance? The
mediating role of competitive advantage, reputation, and customer
satisfaction. Journal of Business Research, 68(2), 341-350.
https://doi.org/10.1016/j.jbusres.2014.06.024

188

Sato, M., Jordan, J. S., & Funk, D. C. (2015). Distance running events and life
satisfaction: A longitudinal study. Journal of Sport Management, 29(4), 347-361.
https://doi.org/10.1123/jsm.2013-0164
Schlegel, R. J., & Hicks, J. A. (2011). The true self and psychological health: Emerging
evidence and future directions. Social and Personality Psychology Compass,
5(12), 989-1003. https://doi.org/10.1111/j.1751-9004.2011.00401.x
Schuler, D. A., & Cording, M. (2006). A corporate social performance–corporate
financial performance behavioral model for consumers. Academy of Management
Review, 31(3), 540-558. https://doi.org/10.5465/amr.2006.21318916
Scott, D., Ditton, R. B., Stoll, J. R., & Eubanks Jr, T. L. (2005). Measuring specialization
among birders: Utility of a self-classification measure. Human Dimensions of
Wildlife, 10(1), 53-74. https://doi.org/10.1080/10871200590904888
Sen, S., Bhattacharya, C. B., & Korschun, D. (2006). The role of corporate social
responsibility in strengthening multiple stakeholder relationships: A field
experiment. Journal of the Academy of Marketing Science, 34(2), 158-166.
https://doi.org/10.1177/0092070305284978
Servera-Francés, D., & Piqueras-Tomás, L. (2019). The effects of corporate social
responsibility on consumer loyalty through consumer perceived value. Economic
Research-Ekonomska Istraživanja, 32(1), 66-84.
https://doi.org/10.1080/1331677X.2018.1547202
Shank, M. D., & Beasley, F. M. (1998). Fan or fanatic: Refining a measure of sports
involvement. Journal of Sport Behavior, 21(4), 435-443.

189

Sheehy, B. (2015). Defining CSR: Problems and solutions. Journal of Business
Ethics, 131(3), 625-648. https://doi.org/10.1007/s10551-014-2281-x
Sheth, H., & Babiak, K. M. (2010). Beyond the game: Perceptions and practices of
corporate social responsibility in the professional sport industry. Journal of
Business Ethics, 91(3), 433-450. https://doi.org/10.1007/s10551-009-0094-0
Skarmeas, D., & Leonidou, C. N. (2013). When consumers doubt, watch out! The role of
CSR skepticism. Journal of Business Research, 66(10), 1831-1838.
https://doi.org/10.1016/j.jbusres.2013.02.004
Skilton, P. F., & Purdy, J. M. (2017). Authenticity, power, and pluralism: A framework
for understanding stakeholder evaluations of corporate social responsibility
activities. Business Ethics Quarterly, 27(1), 99-123.
https://doi.org/10.1017/beq.2016.60
Sloan, L. R. (1989). The motives of sports fans. In J. H. Goldstein (Ed.), Sports, games,
and play: Social and psychological viewpoints (2nd ed., pp. 175-240). Hillsdale,
NJ: Lawrence Erlbaum Associates.
Small, D. A., & Cryder, C. (2016). Prosocial consumer behavior. Current Opinion in
Psychology, 10, 107-111. https://doi.org/10.1016/j.copsyc.2016.01.001
Smith, A. C., & Westerbeek, H. M. (2007). Sport as a vehicle for deploying corporate
social responsibility. Journal of Corporate Citizenship, 25, 43-54.
https://www.jstor.org/stable/jcorpciti.25.43
Smith, N. C. (2003). Corporate social responsibility: Whether or how? California
Management Review, 45(4), 52-76. https://doi.org/10.2307/41166188

190

Song, B. (2021). Consumers’ prosocial engagement in CSR: Why should they care and
what does it mean to them? Social Responsibility Journal.
https://doi.org/10.1108/SRJ-04-2021-0136
Song, B., & Dong, C. (2022). What do we know about CSR authenticity? A systematic
review from 2007 to 2021. Social Responsibility Journal.
https://doi.org/10.1108/SRJ-07-2021-0276
Su, D. N., Nguyen-Phuoc, D. Q., & Johnson, L. W. (2021). Effects of perceived safety,
involvement and perceived service quality on loyalty intention among ridesourcing passengers. Transportation, 48(1), 369-393.
https://doi.org/10.1007/s11116-019-10058-y
Suneson, G. (2019). These pro sports teams are running out of fans. Retrieved October 5,
2020, from https://www.usatoday.com/story/money/2019/07/15/nfl-nba-nhl-mlbsports-teams-running-out-of-fans/39667999/
Susnienė, D., & Vanagas, P. (2006). Development of stakeholder relationships by
integrating their needs into organization’s goals and objectives. Engineering
Economics, 48(3), 88-93.
Swimberghe, K. R., & Wooldridge, B. R. (2014). Drivers of customer relationships in
quick-service restaurants: The role of corporate social responsibility. Cornell
Hospitality Quarterly, 55(4), 354-364.
https://doi.org/10.1177/1938965513519008
Tajvidi, M., Wang, Y., Hajli, N., & Love, P. E. (2021). Brand value co-creation in social
commerce: The role of interactivity, social support, and relationship

191

quality. Computers in Human Behavior, 115, 1-8.
https://doi.org/10.1016/j.chb.2017.11.006
Terawatanavong, C., Whitwell, G. J., & Widing, R. E. (2007). Buyer satisfaction with
relational exchange across the relationship lifecycle. European Journal of
Marketing, 41(7/8), 915-938. https://doi.org/10.1108/03090560710752456
Tonello, M. (2011). The business case for corporate social responsibility. Retrieved May
24, 2022, from https://corpgov.law.harvard.edu/2011/06/26/the-business-case-forcorporate-social-responsibility/
Torossian, R. (2021). Why consumers are focusing on value-based spending. Retrieved
December 6, 2021, from https://ronntorossianupdate.com/why-consumers-arefocusing-on-value-based-spending
Tsiotsou, R. H. (2013). Sport team loyalty: Integrating relationship marketing and a
hierarchy of effects. Journal of Services Marketing, 27(6), 458-471.
https://doi.org/10.1108/JSM-01-2012-0002
Vidaver-Cohen, D. & Brønn, P. S. (2008). Corporate citizenship and managerial
motivation: Implications for business legitimacy. Business and Society
Review, 113(4), 441-475. https://doi.org/10.1111/j.1467-8594.2008.00328.x
Wagner, T., Lutz, R. J., & Weitz, B. A. (2009). Corporate hypocrisy: Overcoming the
threat of inconsistent corporate social responsibility perceptions. Journal of
Marketing, 73(6), 77-91. https://doi.org/10.1509/jmkg.73.6.77

192

Walker, M., Hills, S., & Heere, B. (2017). Evaluating a socially responsible employment
program: Beneficiary impacts and stakeholder perceptions. Journal of Business
Ethics, 143(1), 53-70. https://doi.org/10.1007/s10551-015-2801-3
Walker, M., & Kent, A. (2009). Do fans care? Assessing the influence of corporate social
responsibility on consumer attitudes in the sport industry. Journal of Sport
Management, 23(6), 743-769. https://doi.org/10.1123/jsm.23.6.743
Walker, M., Kent, A., & Vincent, J. (2010). Communicating socially responsible
initiatives: An analysis of U.S. professional teams. Sport Marketing
Quarterly, 19(4), 187-195.
Walters, G. (2009). Corporate social responsibility through sport. The Journal of
Corporate Citizenship, 35, 81-94. https://www.jstor.org/stable/jcorpciti.35.81
Walton, C. C. (1967). Corporate social responsibilities. Belmont, CA: Wadsworth.
Wang, C., Zhu, T., Yao, H., & Sun, Q. (2020a). The impact of green information on the
participation intention of consumers in online recycling: An experimental
study. Sustainability, 12(6), 2498. https://doi.org/10.3390/su12062498
Wang, H., Gibson, C., & Zander, U. (2020b). Editors’ comments: Is research on
corporate social responsibility undertheorized? Academy of Management
Review, 45(1), 1-6. https://doi.org/10.5465/amr.2019.0450
Wann, D. L., Melnick, M. J., Russell, G. W., & Pease, D. G. (2001). Sport fans: The
psychology and social impact of spectators. New York, NY: Routledge.

193

Werther Jr, W. B., & Chandler, D. (2005). Strategic corporate social responsibility as
global brand insurance. Business Horizons, 48(4), 317-324.
https://doi.org/10.1016/j.bushor.2004.11.009
Wilcox, D. (1994). The guide to effective participation. London, UK: Delta Press
(Brighton). http://ourmuseum.org.uk/wp-content/uploads/The-Guide-toEffective-Participation.pdf
Woo, B., Trail, G. T., Kwon, H. H., & Anderson, D. (2009). Testing Models of Motives
and Points of Attachment among Spectators in College Football. Sport Marketing
Quarterly, 18(1), 38-53.
Wood, A. M., Linley, P. A., Maltby, J., Baliousis, M., & Joseph, S. (2008). The authentic
personality: A theoretical and empirical conceptualization and the development of
the authenticity scale. Journal of Counseling Psychology, 55(3), 385-399.
https://doi.org/10.1037/0022-0167.55.3.385
Wright, D. B. (2003). Making friends with your data: Improving how statistics are
conducted and reported 1. British Journal of Educational Psychology, 73(1), 123136. https://doi.org/10.1348/000709903762869950
Wu, S. H., Tsai, C. Y. D., & Hung, C. C. (2012). Toward team or player? How trust,
vicarious achievement motive, and identification affect fan loyalty. Journal of
Sport Management, 26(2), 177-191. https://doi.org/10.1123/jsm.26.2.177
Wut, T. M., & Ng, P. M. L. (2022). Perceived CSR motives, perceived CSR authenticity,
and pro-environmental behavior intention: an internal stakeholder

194

perspective. Social Responsibility Journal. https://doi.org/10.1108/SRJ-08-20200350
Yamashita, R., & Muneda, M. (2019). What motivates wheelchair basketball spectators?
Analysis of moderating effects on intention to attend Tokyo 2020 Olympic
Paralympic Games. International Journal of Sport and Health Science, 17, 217226. https://doi.org/10.5432/ijshs.201909
Ying, T., Wen, J., Law, R., Wang, L., & Norman, W. C. (2018). Examining the efficacy
of self-classification approach in segmenting special-interest tourists: Food
tourism case. Asia Pacific Journal of Tourism Research, 23(10), 961-974.
https://doi.org/10.1080/10941665.2018.1513048
Yoo, D., & Lee, J. (2018). The effects of corporate social responsibility (CSR) fit and
CSR consistency on company evaluation: The role of CSR
support. Sustainability, 10(8), 2956. https://doi.org/10.3390/su10082956
Yoshida, M., Heere, B., & Gordon, B. (2015). Predicting behavioral loyalty through
community: Why other fans are more important than our own intentions, our
satisfaction, and the team itself. Journal of Sport Management, 29(3), 318-333.
https://doi.org/10.1123/jsm.2013-0306

195

